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couch Proofs 


Gladys the beautiful reception- 
ist says she wonders. why Von 
Munching & Co., which distributes 
Heineken beer, hasn’t considered 
adding ‘a line of pretzels. 
vvwyY 


Hiram Walker’s salesmen _ in 
Chicago are striking for higher 
commissions, but maybe what 
they’re really striking against is 
high food prices which keep peo- 
ple from drinking so much hard 
liquor. 

vveyY 


David R. George is said to have 
“learned patience for some years 
as the Long Island’s publicity rep- 
resentative.” 

Your teacher used to say there 
comes a time when patience ceases 
to be a virtue. 
vvwy 


Carrying a large flat package in 
public, Einson- Freeman says, is 
“the occupational curse of the 
lithograph salesman.” 

The smart agency man substi- 
tutes some copy written on the 
back of an old envelope. 

vvy 


Ed Hammond, who has retired 
as western manager of Machinery 
after 36 years, can now concen- 
trate successfully on operating the 
machinery used in catching fish. 

+ 9 


There’s such a thing as trying 
too hard for higher readership. 
For instance, R. G. Simmons re- 
ports that an advertiser who was 
trying to tell South American 
readers that his toothpaste comes 
out like a ribbon actually de- 
clared, “This toothpaste now be- 
comes pregnant.” 

oe 


“Children’s programs,” says 
NAB’s proposed new code, “should 
be based on sound social concepts 
and should reflect respect for par- 
oe. a 

Even if they can’t ride and shoot 
like the Lone Ranger? 

vg¥+$se’ 


A. C. Nielsen and C. E. Hooper 
will appear in person on the same 
program of the ANA convention 
this week in Chicago. Of course 
the fire department is standing by. 

vvyY 


Y&R talks about “the ability to 
sense when an established, appar- 
ently healthy publication is, for 
editorial reasons, going to falter 
and/or fold.” 

One way to tell is when the edi- 
tor starts saying and/or. 


a 


Let’s hope the ABC didn’t see 
that Philadelphia Bulletin cartoon, 
illustrating its favorite theme, in 
which a goggle-eyed reader was 
identified as an organ grinder’s 
monkey. 

vvy 


“If a man claims apples are in 
his basket,” asks FTC commis- 
Sioner Lowell Mason, “must he 
deny the presence of peaches?” 

A Portia come to judgment. 

ae Be 


It appears that Ben Duffy inter- 
rupted his Florida vacation to 
Snag the Lucky Strike account, 
and it seems only right that the 
B3DO board of directors author- 
ize him to complete it. 


Copy Cus. 


American Tobacco 
Meeting Ends with 
Riggio in Saddle 


Fireworks Missing 


As Hahn Vetoes All 
Advertising Probes 


FLeMINGTON, N. J.—Vincent 
Riggio, his officers and directors, 
are sitting solidly in the manage- 
ment saddle of American Tobacco 
Company after its annual meeting 
here Wednesday. It was a meet- 
ing principally memorable for the 
adept way in which its chairman, 
Paul M. Hahn, vice-president of 
American Tobacco and president 
of American Cigaret & Cigar, re- 
fused to let the question of the 
company’s recent advertising up- 
heavals come to the floor. 

A small, nervous man, his 
tension overlaid by controlled af- 
fability, Mr. Hahn ruled early in 
the meeting that questions rela- 
tive to advertising policy would 
not be discussed at the meeting, 
but only in the company’s offices, 
where competitors would not have 
access. 

He read the company’s press 
releases which confirmed the 
resignation of George Washington 
Hill Jr. as a vice-president, and 
that which confirmed the resigna- 
tion of Foote, Cone & Belding 
from the account. That, said Mr. 
Hahn, was all the comment the 
company had to make. 


No Rebellion 
Later he quoted from a letter 


ito a stockholder from Mr. Riggio, 


noting that in a company as large 
as American Tobacco there were 
bound to be disagreements, that 
advertising was not an exact sci- 
ence and that there was a “differ- 
ence in the point of view.” 

If anyone had expected a stock- 
holders’ rebellion, and an enthusi- 
astic rush to the Jackhammer ad- 
vertising technique of which the 
late Mr. Hill was the outstanding 
advocate — or to Foote, Cone & 
Belding—it failed to materialize. 
Early in the meeting, Mr. Hahn 
showed the strength of the proxies 
which the management had— 
nearly 75%—and what little op- 
position developed to the manage- 
ment came from a few minority 
stockholders, most of them less 
concerned with advertising than 
with the remuneration of ATCO 
executives. 

Mr. Riggio, attending his first 

(Continued on Page 70) 


Government Role 


in housing may grow. 
See ‘In Washington,’ 
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The Zoom Song 
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A — tittle ratte scout lane mammed Jean, says 
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Zoom up clean. it's Zoom for breakfast for me.” 
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sure is speedy, «cooks anquich aso wink, ar! 


ae ap Pt] 
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— ot my 


ZOOM TUNE —Fisher Flouring Mills’ 

new Zoom cereal will have its singing 

commercial ‘aired’ in this newspaper 

ad this week. Pacific National agency, 

Seattle, handles the account. (Story on 
Page 71). 


Kool and Life 
Cigaret Accounts 
Go to Ted Bates 


LouIsviLLtE — Ted Bates, Inc., 
New York, has been appointed to 
handle advertising for Brown & 
Williamson’s Kool and new Life 
cigarets. 

Bates, which has listed the to- 
bacco manufacturer as a client 
since the spring of 1946, takes 
over the contracts previously han- 
dled by Batten, Barton, Durstine 
& Osborn. BBDO resigned the 
account (just as Brown & Wil- 
liamson was ready to break a 
campaign for its Life cigarets) to 
take over the $10,000,000 Lucky 

(Continued on Page 71) 


Brophy Urges Advertising 
As Strong Voice of U. S. 


Griswold Urges 
Executive Status 
for Promotion Men 


CLEVELAND—Newspaper promo- 
tion managers are public rela- 
tions 
“greatest public relations responsi- 
bility in the world,” 
must attain executive manage- 


zations to perform their tasks ade- 
quately, Glenn Griswold, editor 
of “Public Relations News,” told 
the National Newspaper Promo- 
tion Association banquet Tuesday 
evening. 


tunities nor more highly skilled 


public relations parade as are 
| newspapers,” 


people charged with the 


and they | 


ment status in their own organi-| 


No business has better oppor- | 


personnel to carry them out, yet | 
‘no important business in Amer-.| 
ica is quite as far behind the) instrument of business, but busi- 
/ness itself and our whole concept 
Mr. Griswold said. | of a free competitive society,” Mr. 


Elected Four A's Head; 

Sharper ‘Relations’ 

Program Planned 
(Additional stories of Four A’s 


meeting are on Pages 8, 34, 
46 and 68.) 


VIRGINIA Beacn — Advertising 
|agents have become “leading ac- 
'tors in one of the greatest dramas 
in history,” 
Brophy, 


Thomas D’Arcy 
president of Kenyon & 
Eckhart, New 


York, empha- 
sized at the 30th 
annual meeting 


of the American 
Association of 
Advertising 
Agencies here 
last week on his 
election as chair- 
man of the board 
of the Four A’s. 

“Not only ad- 
vertising, as an 


Thos. D'A. Brophy 


“Furthermore, with very few ex- | Brophy said, “have been put in 
ceptions, the larger the news-/| the docket before world opinion. 


r the poorer its public re- 
lations activities.” 


‘Not Convincing the Public’ 


“One of the calamities of news- 
| paper history,” he said, “has been 
|the speed with which newspapers 
‘have lost their influence. It is 
|safe to say that newspapers have 
|done a magnificent job of promo- 
tion in circulation and advertis- 


thing else—I am thinking of this 
/medium of yours as an instrument 
be public good. We’re not con- 
vincing the public that news- 
papers are operating in the pub- 
lic interest. 

“To a large extent this is be- 


| (Continued on Page 67) 


cause the promotion function got | 


New YorK—-Moore-McCormack 
tising drive, biggest in its history, 


cities. The newspaper drive began 


Uruguay and Argentina. The agen 


U. S. distributor of the car, will b 
Renault. Newspaper advertising is 


and is said to make 55 miles on 


is Miller Advertising, New York. 


N. W. Ayer & Son, Philadelphia, 


Alive,” book on salesmanship rece 


Garrison Gets Coolerator 
DuLutH—W. W. Garrison & Co., 
to handle the advertising for the 


the account. 
(Additional News 


Last Minute News Flashes 


Moore-McCormack’s Biggest Campaign Starts 


Lines is launching a $500,000 adver- 
which will include four-color full- 


page ads in 12 magazines and 300-line ads in 55 newspapers in 35 


April 11. Campaign theme is “Vaca- 


tion You Promised Yourself,” and features 38-day cruises to Brazil, 


cy is Kelly, Nason, Inc., New York 


Renault Cars, Ad Program Due Soon | 
Paris—Renault Motor Car Company, owned by the French govern- | 
ment, and John L. Green Operation Corporation, New York, sole 


egin a campaign late this month in 


four business papers, including Automotive News and Motor, for the 


planned for dealer areas. The new 


Renault is a four-cylinder, 1,120-pound sedan with engine in the rear 


a gallon of gasoline. Production of 


300 daily by late spring is planned. France plans to export 1,000 a 
month to the U. S. with sale price approximately $1,195. The agency 


Moore Joins Fogarty Agency as Vice-President 


CxuIcaco — Robert E. Moore, formerly an account executive with 


has joined the C. C. Fogarty Com- 


pany, Chicago agency, as a vice-president. He is the author of “Man 


ntly published by Harper & Bros. 


Account 
Chicago agency, has been appointed 
Coolerator Company, maker of re- 


frigerators and home freezers. Ruthrauff & Ryan formerly handled 


Flashes on Page 71) 


| economy. 


In Key Position 


“The verdict may rest in no 


'small measure on how we conduct 


ourselves. For advertising is the 
voice of enterprise in our country. 
People are forming many of their 


| strongest opinions about free com- 


petitive business from what we 
say on behalf of our clients in 


\. ar int ir.” 
|ing, but I am thinking of some- | Py Ons 98 The Me 


Mr. Brophy admitted that “it 
would be a lot easier to ask our- 


|selves, when looking at an adver- 
| tisement, merely, ‘will it sell?,’ in- 
| stead of also, ‘will it serve?’. 


But 
we no longer have any choice. 
“If we, the advocates, the 
spokesmen and the mass salesmen 
of business, can’t win the case— 


| who else will win it for us?” 


Succeeds Cornelius 


Mr. Brophy was elected chair- 
man, succeeding J. C. Cornelius of 
Batten, Barton, Durstine & Osborn, 
at a meeting which featured the 
intensified “relations” efforts of 
the Four A’s to promote not only 
advertising agencies and adver- 


|tising but to work with other 
*|groups to promote the American 


C. B. Goshorn 


H. M. Stevens 


Mr. Brophy also re- 
ported to the meeting as opera- 
tions committee member in charge 
of the “ethics area.” Other major 
subjects were the Four A’s efforts 
with the Association of National 
Advertisers and media groups in 
cooperative research; the progress 
of television as an advertising 
medium; new trends in copy, and 
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advertising costs. 

Clarence B. Goshorn, president 
of Benton & Bowles, New York, 
was elected vice-chairman, and 
Henry M. Stevens, vice-president | 
of J. Walter Thompson Company, | 
New York, was named secretary- | 
treasurer. 

The new board re-engaged 
Frederic R. Gamble as president | 
for another two-year term. 

Directors - at - large elected are) 


DpHdTo ensaven 


PAINSTAKING CRAFTSMANSHIP 
‘ FIDELITY OF REPRODUCTION 
* >» PERSONALIZED SERVICE 


' 216 WEST ONTARIO STREET 


em 


Cee 


CHICAGO 10, ILL. 
SUP. 4314° 


Louis 
Rubicam, New York: Abbott Kim- 


N. Brockway, Young & 
ball, Abbott Kimball Company, 
New York, and Albert Sherer, Mc- 
Cann-Erickson, Chicago. 


Regional Directors Named 
Directors representing regional 
councils: New York Council, Gor- 
don E. Hyde, Federal Advertising 
Agency, reelected; New England, 
Julian L. Watkins, H. B. Humph- 
rey Company, Boston; Atlantic, 


|Howard A. Medholt, Aitkin-Ky- 


nett Company, Philadelphia; 
Michigan, Henry G. Little, Camp- 
bell-Ewald Company, Detroit; 
Central, Fergus Mead, Buchen 
Company, Chicago; Pacific, 
Charles H. Ferguson, Batten, Bar- 
ton, Durstine & Osborn, San Fran- 
cisco. 

Fairfax M. Cone of Foote, Cone 


& Belding, Chicago; John B. Cun- | ‘® Sign a new contract cal 
iningham, Newell- Emmett Com- 


pany, New York, and F. B. Ryan 


'sion to salesmen. 


Salesmens’ Strike 
Hits Hiram Walker 
in Chicago Area 


Cuicaco—Unionism among 
salesmen, which has reared its 
head in many areas of the market- 
| ing field, has flared into strike ac- 
tion here, with the Hiram Walker 
| Distributing Company, which op- 
erates in the Chicago metropolitan 

area, completely blocked in its 
|operations by the refusal of 45 
salesmen to remain on the job. 

| The strike, now eight weeks old, 
‘followed refusal of the company 


|an increase in the rate of commis- 


While neither 


Jr., Ruthrauff & Ryan, New York, | “ion nor company has been will- 


were elected to serve, with the ing to discuss the details of the 


four officers, as the Four A’s op- 
erations committee. 


| situation fully, it is understood 
| that the union demanded that the 


4 


ADVERTISING 
MANAGER 


There he goes again — trying to show how 
The Des Moines Sunday Register covers lowa! 


He'll have to stretch farther than that! The 
Des Moines Sunday Register reaches all 99 lowa 
counties—with nowhere less than 20% coverage 


—and completely dominates 81 


least 50% family reading in each! 
Only nine cities have newspapers that top its 


500,000 circulation. 


Reaching 70% of lowa’s buyers—with a buy- 
ing income of nearly five billion—The Des Moines 
Register wraps them up in a single package for 


a milline rate of $1.63. 


counties with at 


THE DES MOINES 


PACKAGES A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


» | ent jobbers in other areas. 
| |say that some of the latter are 


old commission rate of approxi- 
mately 4.5% be increased to about 
5.5%. When the company refused 
to accede to the demand, the men 
struck. 


Deliveries Stopped 


While Hiram Walker’s distribu- 
tion plant here has not been pick- 
eted, the company has been unable 
to continue operations in the Chi- 
/eago area. Some efforts were 
|made to have merchandise dis- 


| tributed through down-state job-| 


| bers, but the union has thus far 
| successfully prevented any goods 
| from being delivered to retail cus- 
| tomers. 

| The company’s position is that 
fs pays a higher scale than the 
_ independent jobbers, and that an 
|increase at present is out of the 
|cition of the liquor  busines;. 
Trade authorities estimate that 
_ liquor sales are off 50%, high cost 
of food and other necessities mak- 
| ing it impossible for consumers to 
| purchase hard liquor in the quan- 
tities consumed during the war 
and immediately thereafter. 

The union involved is Liquor & 
Wine Salesmen’s Union, which is 
| affiliated with the American Fed- 
eration of Labor. Another union 
controls the organization of sales- 
men in the beer distribution field. 
Negotiations with the union are 
continuing, and it was reported 
at the time ADVERTISING AGE went 
to press that there was a chance 
of the strike’s being settled before 
the end of last week. 


Jobbers Resentful 


One of the important factors in 
the situation is said to be the atti- 
tude of the independent liquor 
jobbers, who resent the fact that 
Hiram Walker uses its own dis- 
tribution facilities in New York, 
Chicago and other metropolitan 
areas, while employing independ- 
They 


subsidized, and their opposition 
| to vertical operations by distillers 
|is reflected in at least a sympa- 
thetic attitude toward the strike. 
| Salesmen in the _ wholesale 
liquor business are paid a draw- 
ing account of about $50 a week, 
but if this is not earned the deficit 
is usually washed out, so that in 
effect it is a minimum guarantee 
of compensation. The salesmen 
have been hard hit by reduced 
liquor sales, and thus feel that in 
view of the higher cost of living 
their rate of commission should 
be increased. 


Other Fields Affected 


Unionism of salesmen is spread- 
ing fairly rapidly. Many indus- 
trial insurance salesmen are or- 
ganized, and there are also or- 
ganizations of retail salesmen in 
the automobile field. In most 
cases there has been little labor 
strife, but the Hiram Walker in- 
cident suggests that this is a situ- 
ation which will bear watching. 

The National Federation of Sales 
Executives has not yet come to 
grips with the unionization prob- 
lem. It has set up a panel, and 
plans to have a committee on 
labor relations, but so far has 
named neither the chairman of 
the committee nor its members. 
The attitude of most sales author- 
ities is that the trend can be 
blocked by proper management 
tactics, with special emphasis on 
“nutriment, incentive and con- 
sideration.” 

The Bureau of Labor Statistics 
reported for 1946 that only 19% 
of all salesmen in the retail and 
wholesale trades were unionized. 


Rudolph Named V.P. 


Frederick H. Rudolph Jr., for- 
merly manager of the subcon- 
'tracting department, Riverside 
'Press of Houghton Mifflin Com- 
pany, Cambridge, Mass., has been 
named vice-president in charge of 
sales of Photogravure & Color 
|Company, New York. 


Advertising Age, April 12, 1948 


Post Office Finds 
Puritan Church’s 
Contest a Fraud 


WASHINGTON — The Post Office 
| Department last week issued a 
|fraud order cutting off the mai! 
‘from “The Puritan Church,” La 
| Grange, Ill., sponsor of contest ad: 
|in Screenland and other maga- 
zines. 

| The decision followed hearing: 
|}early in March, where postal in- 
_ spectors charged that the Puritan 
Church was “a figment of the 
| imagination of Harrison Parker” 
jand that it consisted only of a 
|}one-room office in La Grange, 
| where the remittances were re- 


‘ceived from those entering the 


ling for | question, in view of the poor con- | contest. 


| In his decision, the Postmaster 
|General said that well over $230,- 
000 had come in, but that there 
|/was neither a church nor a re- 
|ligious sect of the name used, and 
‘that Mr. Parker had no intention 
'of building a church. 

| During the hearings, Mr. Parker 
|testified that Puritan Church ads 
were handled by J. L. Stewart 
Agency, Chicago, and that the 
agency was to get 26% of the net 
| profit of the first contest, and one- 
third of the net of all others for 
five years (AA, March 15). 


Frigidaire Appoints 2 
Section Sales Managers 

C. H. Glenny, major dealer di- 
| vision manager, has been ap- 
_ pointed manager of a newly cre- 
_ ated quantity sales division of the 
|appliance sales department of 
|Frigidaire division of General 
|Motors Corporation, Dayton. J. 
'M. Rushton, formerly head of 
| public utility sales, which now 
operates as a part of the new 
division, has been named to suc- 
ceed Mr. Glenny. 

George Plumly, formerly with 
|kitchen cabinet sales, has been 
transferred to the special markets 
division to supervise home freezer 
sales, replacing D. C. McCoy, who 
will work on special assignments 
| out of the office of H. F. Lehman, 
| assistant general sales manager. 


Stonhard Names Landy 

Neal Landy, formerly head of 
the new business department of 
| Lit Brothers, Philadelphia, has 
been named advertising and sales 
promotion manager of Stonhard 
Company, Philadelphia. 


HARD 
WORK 
DOES IT! 


Flashes of inspiration, brilliant 
writing, glittering art-work, 
and all the trappings of show- 
manship have their place in 
advertising, as elsewhere. 


But the things that make an 
advertising agency lastingly 
good are sound selling ideas 
. experience in the tech- 
niques of presenting those 
ideas loyalty to plans, 
associates, and clients 
and good plain hard work. 


1T DOESN’‘’T PAY 
TO ADVERTISE... 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. eADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N.Y. 
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“A Great Fight. A desperate fistic encounter between Dick Matthews, the champion of 
Australia, and Jack Brady, fought at Berkeley Station, Contra Costa County, Calif., 1883.” 


Lead with your Sunday Punch! Perhaps this statement 
would be a little frowned on by members of the fisticuff 
profession, but to a businessman, it makes good sense. 
Especially when the Sunday Punch is FIRST 3 MAR- 
KETS GROUP. 


Here’s a way you can concentrate your efforts on the 
marketing areas of New York, Chicago and Philadelphia 
where 38% of all the families of the U.S. live. These 


THE GROUP 
WITH THE 


SUNDAY 
PUNCH 


COURTESY OF BETTMANN ARCHIVE 


families account for 43% of the total retail sales, 44% of 
the food sales, and 38% of the drugs. 


With finest colorgravure and rotogravure reproductions, 
your choice of either FIRST 3’s Magazine and Picture- 
Roto Combination or FIRST 3’s all Picture-Roto Group 
at approximate 10% average discount from card rates. 


Whether you are looking for a primary medium or sup- 
porting buy, a good lead is FIRST 3’s Sunday Punch. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Rotogravure + Colorgravure 


Picture Sections + Magazine Sections 
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Let us to work for you certain “ 
words t maximum orders for meri- 
torious produ 
advertising agency with a staff of rT 
mail order specialists. Established 1926. 


ARTWIL COMPANY, Advertisi 
28-B West 48th St.. New York 19. New 
Plaza 7.1355 


ork. 


Lever Offers Pots 


Papers, 4 Shows 


CAMBRIDGE, Mass.——Lever Bros. 
Company will offer housewives | 
Regal aluminum ware in a “Buy-| 
Two Sale” to be promoted begin- | 
ning this month in more than 300) 
newspapers and on four Lever 
radio shows. 

Customers sending two box tops 


| or wrappers from two Lever pred- | 


|ucts, plus cash, will receive either 
'a two-quart saucepan, a nine-inch 
|\fry pan, or two eight-inch cake 
'pans. Products involved in the 
| offer are Rinso, Breeze, Lux, Life- 
| buoy, Swan, Spry, Silver Dust and 
'Lux toilet soap. 


The saucepan and fry pan are| 


available for two box tops plus 
$1 for each item and the two 
eight-inch cake pans are available 
for two box tops plus 75 cents. 
Agency for the campaign is J. 


Walter Thompson Company, New 
York. 


Appoints Pollock 


I. M. Pollock has been appointed 
Sales manager of the Canadian 
Shredded Wheat Company. A 
member of the sales department 
of Christie, Brown & Co. for 17 
years, Mr. Pollock served as man- 
ager of Christie’s branches in 
Windsor, Ottawa and Vancouver. 
| He will make his headquarters in 

Toronto. 
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The BIG 4 lead in 


family readership 


(that’s why they are the big four) 


FARM JOURNAL INCORPORATED also publishers of PATHFINDER—America’s 2nd Largest news magazine * GRAHAM PATTERSON, PRESIDENT 


ra Lae = a in ee 


arm Journal 


BIGGEST—in the country 


Radio America 
to Hit Airwaves 
with 200 Stations 


DENVER—Radio America, the na- 
tion’s fifth major network, hopes 
to hit the airwaves about June 15 


‘with at least 200 affiliates. 
| For months, Paul M. Titus and | 
‘his associates have quietly been | 
\lining up stations for the new 
‘transcription network —and now 
have 162 signed or ready to sign 
in almost every state. 

In one of the most hush-hush 
developments in recent years, Mr 
Titus has developed a new string 
of stations—many of them now 
affiliates of other networks. It is 
also reported that many agencies 
and some of the largest national! 
radio advertisers are ready to use 
Radio America on a permanent 
basis. 

Both Paul M. Titus, a former 
Rochester, N. Y., newspaper man, 
radio ghost writer and station con- 
sultant, and Howard L. Pearl, a 
former Michigan school teacher 
who displayed considerable finesse 
in operations and sales of Colo- 
rado, Canada and Panama mining 
properties, have been working on 
the plan for months. 


Named Representative 


George Roessler, formerly of 
Henri, Hurst & McDonald, Chi- 
cago, has been appointed repre- 
sentative of the new net, with of- 
fices at 75 E. Wacker drive, Chi- 
cago. 

Mr. Roessler told AA last Thurs- 
day that among the stations al- 
ready agreeing to use his network 
are five with 50,000-watt power, 
10 of 10,000 watts, 15 of 5,000- 
watts, 35 of 1,000 watts and the 
others of lower signal power. 

Official comments indicate that 
a Chicago banking firm will buy 
600,000 shares of stock at $10 per 
|share, “as soon as 200 stations are 
under contract.” Company of- 
ficials deny rumors that there has 
|been a stock selling program in 
| progress. 


| Can Break Even With 200 


Mr. Roessler declared that “the 
$6,000,000 will be held in escrow” 
until 200 stations are signed. He 
said that with 200 stations the 
| network can operate at the break- 
‘even point (charging advertisers 
|$2,000 for a quarter-hour daytime 
and twice that nighttime) but 
must have 300 stations to operate 
profitably (charging $3,000 and 
$6,000 a quarter-hour). Radio 
America, he said, can save adver- 
tisers from 25 to 42% of what 
they now spend for corresponding 
shows over live networks. 

The contract agreement offered 
stations earlier this year would 
provide an 18-hour stretch of pro- 
grams “on a parity with programs 
being presented on other national 
networks” except that Radio 
America is only held to eight 
hours of programs for the initial 
month. 


Now Mathieson Chemical 

Mathieson Aikali Works, New 
York, has changed its name ‘+o 
Mathieson Chemical Corporation. 


American Mutual 
Liability Insurance Co. 


uses 
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Get the best advertising results! In this rich market The Daily 


Star has proved the most popular, widely circulated daily newspaper. 
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Likewise, The Sunday Star (the only Sunday paper in central Indiana) 


reaches more families than any other newspaper. 


If you want pre-eminent position and monotone to full color reproduc- 
tion for your advertising effort, schedule it in The Sunday Magazine— 
The Star's locally edited feature publication. Here you get the high- 


est readership traffic of any section of any Hoosier newspaper. 


The Star's association with the Locally Edited Group (eight major 


newspapers of leading national markets) assures you even more exten- 
sive coverage with a minimum of expense. Ask for rates and circula- 
tion information. 


* 


The Kelly-Smith Company, National Representatives 


------------- THE INDIANAPOLIS STAR 


FIRST IN INDIANA SINCE 1936 IN TOTAL ADVERTISING LINAGE 


eS ae PO Hie ee ase ; 7 Pasty, Fs taken = : pore peg SUN ei eS Se aan oe ge” CN REN Se nas OM ek SLAs ata ‘ _ ; j as. ee 8 3% Soe di 
Pinte ae eee ; Sgn ie - oS Sere ae tes! Str eat Vie Pee ps anh dase oe he ial I V3 ee ee dic aicye AE engiagheg eg . Pat tot Lh hay Pia! ica e sys 8 cs . ms % Ree a Fo BE Re : ais a F a : aot is i Soi : Bee 3 ‘ 3 
i SR eT mma Si Ta Nenad ag oe Se ae te ee Ses . ee ¢ <i a we ne ~ "oe hn A Ce ee ; x : se 3 Site tone a es ed es xe , , 29 
SRR: iva, Se ae, Pak Pe ; a . ; age ‘ : ; ae oe: ae bre ame A ot CRE Sa hatte Be ita sas - = ; : tiie ee ae ee ‘Le -: 3 
a Phy eles ot nee che res Cee ak Settet "ae Soke ats ei ey aes ‘ie Lae rr ead @ rae a ae Sy: ale i i ee bee - i = 7 Sie liaeiciye ~ acta toe ile ey of i Pe se ileal Ts ae Z 
; re a ea jer ae aes | cine Be Ss ay, Rated SS Soe: a) RAPP KE a8 a tae. eee ee Pee a eee ee ees we Sg Be es Foal Sage ee ‘ 
oe ee a ee ene eee ee aE BP ea a Cee, ae ee ge eS J ss Mala Cis e «ache? Si ea Keen Spates SS ae oy eg ee ea : 2a 
4 ate. i hee Pee ee ee Se ee eee Pe Haida eet a Re eee ae ee NT RE hie 5 RS Se > ie aie SS ae yes Me Pee ae 6 oT Re Oe, a Aas Bi ; 
“ » fi i Ne a5 " 7 4 L . “ 7 : i ees 
. 7 — -_ —_ ss - 7 Se ¥ * ny OE 
Oe _ * ea es, 
| ‘i Misc coe 
‘ at as rt ee . 
a Fos poe inte. 
ih T ee 3 | 7 ; 
— x, IN DIANAI OL ee. mee 
— c ee bot ae 
| ==> ee ——<—s—————— 5 ae 
me : ear yt a) 4 
7? ee af é . 
ms Fi ‘ 
e na- ‘ De. By 
hopes om Soar. , 
ne 15 % ' . ee te a= 
cs fF ‘Tigi 
> a i ‘ H - ee 7 : 
; and | indiana | x Pe 
been . oe So 
new eeeet foe tm ftgteen a —_———" a a 
te i 
now ou tel . 
sign 12 the Lei i ™ | 
. aii ei | “i 
: a FI Sand MeL, | 
Mr | = tae S ~ AR \wraat SS oa ae 
, Mr ——\ = PO I ge | ee 
or — : N = +=. } Te Sere! ae 
string a ees ‘ ail ' se <7} eee 4 
- . , at eo r separ sant ell a“ : ; ; ae 
It is ' — clalG ee cae vn we ts | at: 
It is oy os sila a OO, 2 <—D- | ———e 
i ; / roa ee ~~ oe ‘3 THES HARA = : x 
a4 | . = a sa =e ¥ , — Te Pad 
a a ) Ine oo} "a ee) . an ae 
” } n meee es" - ‘ er ie 
— ge spe tm a ; a 
aa, bs «ff bs e% 
- aa wee : oat : - . “ a : , : 
Soi Nis > 4 . : S 
ii CN? — ae - 
, : . r reeene Fs, ~ , 4&4 ag 
ay eS ae - + a Mo aise 3 | eri” 
=_ seem? " “_— tie. a y eee o 4 } se cee a 
& 4 7 it iad 
a g } . + 2 3 ee 
§ _ a 3 aa be s 7 gee ct a. ae € t ; ’ 
| | —_— 4 | 
a “ ae Bf : 
a *. ag ae 3 i * 
key = i ¢ hw W/ ae. kon ahon ‘, ee 
£ » [ee hee “7 a = a , 
ti iad os oe 7 oat to cs . 
a ohh? oe ee : : 
a ie Pe eee ae: v 
Bef 0 wii . pee i ee yy ‘ 
-) Bee a ae a an : a oe ae wy . >} 2s e } 2 
Ki “ ome pa - Ge ae ay. d , . 
ee —V—_—_— cla pas a fx 
Tei Cie Bihar oe 4. >t 2 ; 1 
grata : ' : . Le see ad e% : — ecco “tr Ang at 
ee ; a ons ee RD ae ‘ae * £a.%" x | F Es A ae 7 
os ‘ ' a ea ¢ Lam aly ao 7 Gane ae “e 
2 ar 4 nes "ae . 
a ee - old —s — i. oo < 
g %j = ar Year oe bie , a 4 
2 BATS 
¥ . 
f al . | ae — = 
a 3 gt r Ad 4 7 : - ~. 
a “atl isn 2: 5 , ® - 
? na REY dete 4 DS 
‘ om ey - \ > —4 
2 a . te “ 
iS are ‘ . et a 
. f . - ta q s Bp 7 “Chaps > 
r of- ; ; : a ee nl ded i/ a a : ~ 
: s : op . * Bi 
e has eee __ fom oy | < oy of a . tN (2 ? } = . 
m in Bs sa 7 ae? ar - ae 
om F ior Po ‘ ~~ - Bee 
: oa a . oe a 
gs a eS: p Bar 
0 : Po a : a 
| : a 
, ig Seite ms 
' Te oe 
ae st eee = aie ee ee ee celica 
ee ee ena Be er ea gat: ot eae ete Ree Ome Pema es 
eagle ree aes Sr ae yi Conia naan a, hile oe me 7a 2° 
X 74 Tie Le OR eee Rac eecee OME : : 
: barney Rint oer Cte . 
Zs ees 4 Meee ena AES + & ; 
bee slayer y cng ak , i “od. yotally S Reieaeaia Bie Ry ot = bret 
ir aes . 9 ee ope 
ee el ; ie “oes 
Oi ae 7 Ae age 
Bia gee) . oer ae eee 
Pili . . ; : ‘i 2 i ee 2 ; . ~ 
ee ey ‘ er ios: 
oat i ee ae Ds 4 Re : ee ae eae ae 
Ee sic ye aad ~) a aae Remests Ty ike tees Rk ee ee eee Ae ge ee er 
iiss: Re ee a ae ee is 
- ge eee oe sein atti Svea at)? esi ; py aoe an 
oe ee ee ir 
Te ' rae 4 dl -: oe 
: ee = Sh ae aed 
ie ot acs”) eat 
Pose tes ee a ee Fe ee Semel, hee ee oe pA: Te pss, oF ee 
Fe estan is cS soe awe oe See S ees Ss eee imag Ar es so eel ae ees in ce 2 are 
ea oe * pce : oP i ie ees é 2 .4 , 2 : eS . 
eo. eee — a ifs ae bos elie te San rs ct reed ee) a a cual , 3 
De) Soap Nga ee evi ga en eae nt a ee 
aa Ss oe : Sey Resins | ey E iat ee i | eee 
Be hae ae, oe er? oa eee ee 
eee. ere eg eigre. ae 
New eee oe ee ie gee ie Pea enan ame 4 Lee 
ne 0 sc iil Ua ie aaah | Ea” Pe 
‘ation. eT a a Filia. 4 ieee 8 eerie 5 Ate [eee PES — 
ee SEG ie Loc cca ea AD Da fo Ret ee eae ene as ye Tenis 
| eieeest ge bare ree A ks wet Tie a eae - agi 
Reda ag eae a Son S eee ih eee SS eae "7S or 
Re Sean a Ce Rs © a eri Speen hc vam Cc Mae Be 
SA ei a jg. Sener os: ao = ee ee ae FO crecexctc ie 5 a Sameera pa Sia A gn 
Pe 
Co Bib 
° poor int 
n a 
J die 
ER & 2 F 
—_— ra 
e 00 
spare :) 
i ee 
* ci te 
ee, Pe 
ee” & ii eee 
— «= ates 
see r ae es 
ee x ‘ or 
ore ras tel 
ss 
cperiiniin neni ee es 
eee 
Ce RR oe as AR roe EAT ee eaten iat Ma ec Wary Raphi Mbt ech he MELE Ry arn PEN SG ol aN ee ROP cl EE SUR war, Aa iene a ee ee gas Mp wags NG cone a aQebACeAe Nm Spit ar Aire a SE nye Ne i BE ge nS eg ee UR ee Set OE eat ae 


Transfe W. A. Reanier, sales manager of 
rs Truett Tide Water Associated Oil Com- 

Dick M. Truett has been ap-| pany. For the past four years Mr. 
pointed executive assistant in the| Truett has been in the Los An- 
San Francisco general office to’ geles office. 


FRED ARBOGAST & CO., INC. 


Leading Fishing Lure Manufacturers 
| Advertise in Outdoor Sportsman 


This unique magazine is preferred by Amer- 


ica’s most active sportsmen—the type of 
men who do more fishing and hunting regu- 
larly, who spend more money for all types 


of outdoor equipment the year ‘round. Write 
~~ a copy of the April Special Fisherman's 
ssue. 


\ See Standard Rate & Data Service 
* Send your order today to 
Norman F. Hall, Adv. Dir. 
Outdoor Sportsman 
Little Rock, Ark. 


50,000 Watters 
Attack Johnson 
Bill on ‘Clears’ 


WASHINGTON — Three years of 
argument before the FCC over 


|Senate interstate commerce com- 
mittee stepped in to see whether 
it could settle the issue. 

| With its full membership on 
hand, the committee heard Louis 
|G. Caldwell, attorney for 16 clear 
‘channel broadcast licensees, warn 
‘that clear channel service is the 
most practical way of assuring 
‘nighttime radio coverage for rural 
| areas. 


clear channel broadcast bands was | 
|interrupted last week while the) 


| At one point, Sen. Edwin C. 
pe ypen (D., Colo.), sponsor of a 
bill abolishing the clears, inter- 
| rupted to ask Mr. 
whether he was really worried 
about radio service to farmers. 


FCC Ruling Delayed 


“Or are you merely interested 
‘in giving the farmers the same 
|programs that you give to city 
|/people?” ke asked. 

Early in February, the com- 
mittee asked FCC to hold up a 
jruling in the clear channel case 
/until it has had time to consider 
the Johnson bill (S. 2231). The 
bill bans power over 50,000 watts 
and orders FCC to break up the 
clear channels. No stations now 
operate at more than 50,000 watts. 
In a letter to the commission, the 
committee’s acting chairman, Sen. 
Charles W. Tobey, expressed fear 
that “clears” with “superpower” 


In the food field, WS!X more than pays its 
way by selling kids and their mamas on the 
all-important breakfast and supper cereals. 
A half-dozen national producers have used 
dominant amounts of time for two, three and 


five years without a break. Evidently they 


recognize WSIX's power to sell the goods in oo 


Nashville's 51-county retail trade area. Plan 
now to let WSIX help boost your sales in this 
area. Call your nearest Katz representative 


for more facts and figures; and the ways 


Re” 
ee 


WSIX can fit into your program. 2 


5000 WATTS 


SIX pays its way 


980 KC 
ABC AFFILIATE 


National Representative: The KATZ AGENCY, Inc. 


III 


And WSIX—FM—65,000 W.—97.5 MC 


WSIX gives you all three: Market, Coverage, Economy 


| cther 
into” the 24 channels if FCC per- 


|—over 50,000 watts—would pro- 


vide unbeatable competition to 


/small stations. 
Caldwell | 
'yet ahead, the committee expects 
ito listen to small 
,ators who say that the nation’s 
|24 clear channels should be re- 
‘allocated to a number of lower 
|powered stations, programmed, it 


In the many days of hearings 


station oper- 


is said, more in keeping with rural 
taste. 

In his testimony, Mr. Caldweli 
warned that Mexico, Cuba and 
countries would “move 


mitted more than one station to 
use them. 

Mr. Caldwell contended that 20 
clear channel stations using 
“superpower” could provide a 
choice of four programs to most 
of the nation. 

He said that 60% of the area 
of the United States, with over 40,- 
000,000 people, currently depends 
on clear channel stations exclu- 
sively for nighttime service, and 
many more millions depend on 
such stations for choice of pro- 
grams. 

“During the past two and one- 


half years the commission has 


‘engaged in an orgy of licensing 
over 
'mostly in the regional and local 
classifications,” he told the com- 
| mittee. 


1,000 new AM. stations, 


“To break down the clears 
and permit the establishment of 


/additional stations on these same 
| categories 
|grievous economic injury to ex- 
| isting regional and local stations.” 
' Mr. Caldwell pointed out that 
|clear channel stations are well 
| situated to provide good program 
| service because they are located in 


will indeed work a 


| cities which “have sufficient popu- 
‘lation to support them.” 


Shouse Testifies 


Mr. Caldwell charged that chief 
‘support for Senator Johnson’s bill 
|had come from Montana stations, 
six of which—including four said 
| to be controlled by Edward Craney 
| of Butte—had “suddenly organ- 
ized March 7” to support the bill. 
| Among witnesses who oppose 
ithe bill were: W. 3. nyan, gen- 
/eral manager, KFI, Los Angeles; 
'J. H. De Witt Jr., president, WSM, 
| Nashville, and James D. Shouse, 


| 


|president, Crosley Broadcasting 
|Corporation, operator of WLW, 
|Cincinnati. Their stations are all 


' 50,000 watters. 

| Mr. Shouse pointed out that 
/WLW operated on 500,000 watts 
'from 1934 to 1939; that such power 
|/made expensive receivers unnec- 
‘essary for the listeners, and that 
other stations prospered during 
the same period, even in Cincin- 
|nati. The station’s power was re- 
| duced, he said, only because for- 
/mer Senator Burton Wheeler of 
Montana put a resolution through 
the Senate saying that power over 
50,000 watts hurt the broadcasting 


industry. 
Actually, Mr. Shouse told the 
committee, competition between 


a clear channel station and othe! 
stations “is more real than imag- 
inary.” He said WLW has neve! 
since 1934 carried any shows spon- 
sored by Cincinnati retailers, ‘‘th« 
largest single advertising cate- 
gory” in the city, and “we fee 
now that large fields of advertis 
ing revenue are automaticall: 
barred as a potential for clea 
channel stations.” 


Promotes Beach Ranges 


Beach Foundry Ltd., Ottaw: 
Ont., has launched a six - wee 
spring campaign in Canadia 
dailies for Beach ranges. Steven 
son & Scott, Montreal, is th 
agency. 


Seidelhuber to Mackay 


Wallace Mackay Company, S¢ 
attle, has been named to dire 
the advertising of Seidelhub« 
Iron & Bronze Works, Inc., S¢ 
attle, manufacturer and nation: 
distributor of electric hot wate 
heaters. 


Poe a gh a \« a, # age Oe ‘4 ? a ayy Ade» we or oe. “ee a .? a ye er a >. mer >, an rs a . “ee ys et 4 
Te oe i = ae a ARE Ph te i ' : i © tit : : ; es a z oy é é ; he ; 14 ! 
Sane ee a ee: 4 : saith alg RI ht OT geo ig eee ote Sat: 4 ae ee tee F ~~" ; ie 8 ee whit Sa rm re : ae es i, 
ose i te ie we r= Me lh A a" se gi ha _- can oe ef 7 : a a hog = 3 5 ea is af ie & £ c Retr meh sige ms i Ef ei ie ta Mee : zee LSen hic ft eG ee ge : aise 
ae Og SS wig CS ge ep Se aes oe 8 Bhd tie «oS ae OR eh te ee eee Pi ee nee Ess dy Sota” Se mee Oe Ce 
a ee "has gee pe ah - = ne Bey gr a oy om pe et ieee i Sn Sa : 4, Pe cab Nae ee Se ae tee Pere Re pire hie ig | oes * ee a 
ee ee ti a | RO. peak or ae ee en ee Eg : : Be alee a oe > ee 5 ; a ee SIR ee i ARR an pares ne ge ac 
ee ie a he = Scat et est er eee Rey ni whe UG Sait eg eS. SS Pease Jiiee ae eee ae es as Soe aes) , 5 ‘ae aes ge Sea = ae ee eee aaa). es A a ee ee ae as cp ae 
eee epee ’ ‘ , . . : a F ss er ae a : 2% 2 ies =" ' a. oe eee! SA eee ge Oe eee 
P< dg 3 2 : ' 
a3 ee 
a 
. 
an - aan ‘ cca | 
i ae” ; 5 | a 
_ utdoor 
rst, i 
ane, 
ne é 
a sman 
«Spor 
' a OEE LE 
; Gt EY Sails enh 9 A | Ms 
; inet See a 
crm = ¢phncemme 3 
" Ed ee - — 4 ed mi agitie™ 
= . fi ‘ =a + a ha oa a : 
Ti a Pra = F 
ae Sa 
mm 
ba ae 
3 Cae re * zs y 
: 
sss 
es 
. a 
a 
eon 
ee ha 
: Ei ee ee ia _— . 7 — . — . - 
a eT hae i Be a TA Pe ee Ch Oe 
a as Ka ; : . , ae Siok ae he Swe eee 4 nities de: . er / 
~ ~ iss she i ieee | i ge : ; » ae a” . PS ihe * wt ie? 4 he the 
i =e e #2 ‘ - ‘ st gehts i ar ‘yi mn 
‘<i % 7 : : - 6 oe, Ties 
. ea ee ; ‘ 7, dy a oe < ” : a8 os ‘ e% ec 
(s ey id 4 en” MMe , : “Se 3 os A : 
ot ee : 2 ee : ‘ f ; Hh Ge 
; FS : 4 i . , hn . ' 2 
Sas ‘ ; a P tae 4 °*= ‘, ‘ ae 
ice bit ' P oe 4 ‘ . y 
“ roe “yg -@ fs P ; ¢ : ¢ ” 
a . ots : . . eH — im rn z 
a + . { ae, aes 2 
; ; lS ; % Be. Reese a 
-_——- : i _ —_—— 2 
- 5 K j _“. a 7a é - 
ie - . | SS ae a 
ay . a 4 * =. , : ne e 4 . Ss ‘ 
. ui S dgigt ~~: jj mmm ; ee} ee) 
ees ace |. a ai ae ie — Fe # & as 
; 5 x 4 “eA Pe ee " yar ne, ma me : ‘ i oe Peed ; 
bs ; Bi cee (> ae eee as tS 0 ~ “y sf 
a Sia i : oe Oe ek ae fee P 
; i ; - a Pe ae “4 es Ss 
: ¥ # . — " : 
“f oe +4 F es ' 
& 2 ; ; * 
e eg " 7 se = , 
. ; oe aa! m « bd x °y ] 
‘ . "\ e=4 
im capt : : : 
: ae 4 hg “* " «2 joes ‘ 
shine Sy ¥ a . é * os. as a ae 
ae tr ~ ao a 
mee et + = o >. a Z *: | 
bai 3 ¥ ss “ pone owes , : nena 
eo) Moye x ai pate cane tl ee | ; i *<* ines ai: 
aia rary 4 i “ ? H “~ Pte 
ay ‘Oe + 8 fy J . j : - \ 
i ve ee ities wy 4 | Pee Fd ’ . -” , y Ae aii 
prea ne —— a - a os ; tt ee J 
eo ms: < } ; : be : ; 
er eee, al Me gt ae - eee : nek ‘ ao 4 
oe ; a a ty. bod a] Pe ’ ees ‘ a ‘ 
call P i : ae c - 4 a Pe ess ie 
vet 5 a. ad ; a ee , 
, ee se age — 
Ly : a. nt pe jiu - -<~ “ 
' = ‘ ~ > % 
- ‘¥ i. Y % : 
a aw fs ws 64 ee 9 i . 
é en ft ie er ~ -{- te ee see ne 
i 
eae. 
ee 
os 00 
2 ee 
He: 
ay | 
- st EE, FOE 
spk’ ‘ weet. Pe eaial me Sig rhs is ff ii “ & re: Ms AP me | 
"3 i aa 5" bi gs ere, 
See y OR Fas Ge, Bi i gia IR Me | 
i ee Side i sum 
iu age He Ces ie oe Bie, ey 
z gase Sd id ie ae ee bs “a 
ae \ hig ts 4 Be 
er 1 ! keg Sea : i fs | 
. fe \ ty ; | 
ees Pes on" Ea bis panes a PF , fe 
: he nessee's 
se nn Pees, i é ae 
ic ° | E 
sears ee } e ee 
: CY ed y = 
Ben ces * i ig 
t romas Be * ae 
ul ¥ _— =—— % 
ce 4 a eeennenenetie, ——S}! ‘ i | 
| NASHVILLE | anil TENNESSEE | 
: ‘3 WA i 
rae * é = rt — 
ae EHH Teleleig_¥e 
Eire es agi baer ee —_— 
en: : : . . 
— ee | ee 
pe 
scree 
ae ee 
ere | 
. s ; Tr t ; a ar teghs | wry J af io as oa ae Sega a BASE ets Weer Th Lie a ae. eae WARNS. ee UI Agee LAN Pie OM ons Sate dee SE REN ial RSP peice ane Bie rs eae ae I NE ergy = fe. Uy RE ee Sih. si ie 


ee ‘de - 
= hy 4 5 
a ee 


The Oregonian goes with the Oregon Market! 


When planners of effective advertising think of selling 
the $2 billion Oregon Market, they automatically 

think of its dominant medium, The Oregonian. 

Having held its position of influential leadership for 
almost 100 years, The Oregonian progresses with its 
Market—Oregon’s 39.2% population growth since 1940* 


is more than matched by The Oregonian’s daily All Oregon and 


7 Southwest 
Counties of 
Washington 


circulation increase of 54.5% in the same period. 
When YOU think of the dynamic Oregon 
Market think of THE OREGONIAN! 


PORTLAND, OREGON _ 


In Circulation: Daily & Sunday | ea at Be eee ec 
y 4 kK § T In Coverage: Family & Market — aca Newspaper of the West J = * Second highest in- 
In Influence: Editorial & Advertising es ee ene to he @.6. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Forrestal and Deupree 
Will Address ANPA 


Secretary of Defense James For- 
restal and Richard R. Deupree, 
president otf Procter & Gamble 
Company, will address the 26th 
annual dinner of the Bureau of 
Advertising, ANPA, at the Wal- 
dorf-Astoria, New York, on Thurs- 
day, April 22. 

Charles F. McCahill, Cleveland 
News, is chairman of the dinner 


Television Idea! 


I have tested show. B 
actual survey most pop- 
ular on air in larg 
Eastern city. Priced low 
other markets. 


Box 7019, Advertising Age 
330 W. 42nd St.. New York 18, NY 


| Conn. 


| York, 


committee. E. M. (Ted) Dealey, | 


Dallas News, will be presented 
as toastmaster by Richard W. 
Slocum, Philadelphia Evening 
Bulletin, chairman of the bureau’s 
governing board. 


WENB Appoints Two 
Clifford Botway has been ap- 
pointed copywriter and producer | 
of Station WKNB, New Britain, 
Jack Williams, formerly | 
with WBEC, Pittsfield, Mass., has | 
joined the station’s sales staff. 


To Marschalk & Pratt | 


Tile-Tex Company, Chicago) 
| Heights, Ill., has appointed Mar- 
schalk & Pratt Company, New| 
to handle its advertising, 
effective July 1. 


LAURENCE, ING. 


phot engravings 


547 ‘ouen CLARK STREET ° CHICAGO . WABASH 6284 


i this, he added, 


94% Prefer Video, 
Langhoff Tells 
Four A’s Meeting 


VircInia Beacn — Given pro- 
grams of comparable caliber and 
diversity, the vast majority of 


|people in television areas in the 


next six months will prefer tele- 
| vision to radio, Peter Langnoff, 
research director of Young & 
Rubicam, said in an address on 
“Dimensions of the Television In- 


|dustry” before the American As- 


sociation of Advertising Agencies 
meeting here last week. 
Cost per 1,000 viewers per half 


|hour, Dr. Langhoff estimated, will 


drop from the present $16.67 to 
about $10 by next January. But 
“is only one blade 
of the shears. The other is impact 
and penetration of the sales mes- 


| sage.” 


botien, This means an actual rate caduction on a per-user basis. ae 


oh ie Agendas mrp saute 4. nd 
buying mood. Make your selling message — or your entire i _ 
© past of this Bakers’ Conetnn SAD Tovey Minne ; ana 


. losing Date: 


MAY 10TH, 1948. write FOR FuLL 
DETAILS AND SAMPLE PAGES. 


BAKERS’ HELPER CATALOG and BUYING DIRECTORY 


(105 w. ADAMS ST., CHICAGO 3, HLL. 
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He cited sponsor identifications | 
of 70% and more; premium and | 
other response which “leaves little | 
doubt that TV advertising can be 
something terrific.” 

When radio and video “stand | 
up and slug it out” on fairly even | 
terms, he believes that video ‘will | 
emerge the winner. From the) 
latest Hooper telerating report Dr. | 
Langhoff cited an example of an| 
above-average night for television 
as “demonstrating what we may 
expect as average six months from 
now.” The time period was 9 to 
9:30 p.m., Wednesday, March 10. 

The three-station TV lineup (in 
New York) was Milton Berle, 
Television Theater, and/| 
basketball. The radio network op- 
position was Abbott & Costello, 
the Borden show, Duffy’s Tavern, | 


Newly Orouuiied 
Canned Pea Group 
to Spend $175,000 


Cuicaco— Two weeks after it 
was formed in a crowded, three- 
day meeting here, the Canned Pea 
Association announced plans to 
spend upward of $175,000 on ad- 
vertising and publicity within the 
next few months. 

Moving quickly, the association 
decided to tackle its principal 
headache, that of excess produc- 


'tion carried over from the peak 
|war years, and to move the re- 


mainder of the 1947 pack before 
the harvest of the new crop early 
this summer. 

Detailed media schedules have 


and Gabriel Heatter. Mr. Hooper |not yet been announced. It is 


found three-quarters of this TV 
sample at home and either listen- 
ing to the radio or viewing tele- 
vision, or both. “If we judge these 
homes by their actions we find 
that 3% are on the fence, 3% favor 


radio, and 94% favor television.” 
Estimates Installations 


Dr. Langhoff estimated that 
300,000 video sets have been man- 
ufactured and 250,000 installed. 
About 225,000 of the installed sets, 


understood, however, that the as- 
sociation’s newly-appointed 
agency, Campbell-Mithun, and 
Byrne Marcellus Company, which 
has been named to manage the 
association, probably will spend 
a large share of the initial appro- 
priation in newspapers. 

The 77 members of the asso- 
‘ciation are not committed beyond 
the initial campaign, but there is 
little doubt that the drive to move 


he believes, are in six markets: 
New York, 150,000; Philadel- | 
phia, 27,000; Los Angeles 17,000; | 
Chicago, 16,000; Washington, 8,000, 
and Detroit, 7,000. By December, 
| 1948, he continued, the total num- | 
‘ber of installed sets probably will | 
| be 750,000, and by December, 


1949, 2,000,000. Even today’s video | 


programs are getting “70% higher 
‘set usage during evening hours 
than is radio.” 
usage and number of viewers per 
'set, as the novelty wears off, he 
|thought, would be compensated 
‘for by “better studio program- 
ming, better techniques for han- 
dling special events, greater di- 
| versity of programs. 

| “In the other direction, tending | 
‘to decrease set usage for any spe- 
|cified hour will be the increasing 
“number of telecasting hours from | 
_which the family may select its | 
|fare. Disregarding bar and grill 
|audiences, which are diminishing | 
to the vanishing point in relative 
importance, the average viewers 
/per set for evening programs is 
‘now about four.” Dr. Langhoff | 
pointed out, however, that televi- | 
sion “induces fatigue at a much | 
greater rate than does radio,” aad | 
this also has some serious im- 
plications for the handling of 
commercials. 


Nadell Heads Sales 


pointed sales manager of Western 
Electric Hearing Aid Company, 
Albany, N. Y. 


The drop in set) 


Arthur H. Nadell has been ap-| 


the pack will be expanded to a 
‘merchandising and _ educational 
| campaign using magazines, per- 
‘haps radio, and set up on a long- 
| term basis. 

Some share of the immediate 
drive will fall to Theodore R. Sills 
& Co., which has been named to 
»\direct the association’s publicity 
and public relations activities. 
Specific programs to reach house- 
| wives, the general public, institu- 
tions, home economists and the 
food and canning industry itself 
jare being developed. 


South African Line 
Starts Campaign 


The American South African 
Line, Inc., New York, will launch 
a new campaign this month with 
the announcement of its change of 
name to Farrell Lines, Inc. Ads 
will appear during 1948 in Busi- 
ness Week, Fortune, New York 
| Times Magazine and nine ship- 
| ping and export publications. 
| Advertisements in the latter 
part of the campaign will mer- 
| chandise two handbooks, prepared 
under the direction of the J. Wal- 
ter Thompson Company, New 
York, agency for the account. 


Merckle Adds Account 


| Mission Eastern Sales Corpora- 
| tion, franchise agency of Mission 
|Dry Corporation, Los Angeles, 
/manufacturer and distributor of 
Mission Dry Orange and other 
beverages, has appointed Harold 
| Merckle Associates, New York, a: 
| public relations counselor. 
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you furnish. Write or “phone 


* Sales 
and Meetings 


¢ for Windows 
or Counters 


123 N. WACKER DRIVE 


RCS Giant Prints are huge photo 


We'll make them quickly, economically, from the copy 


to ottract attention. 


today for details. 


¢ Convention Ex- * Instruction 


hibits 
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Wy fow the Wresors 
— peMper their tame / 


have 

2 _ From tulip bed to chimney top, from door-knocker to dormers, always buying... for the one love-of-their-life —their home. 
joa the Masons make much of their home. They'd sooner sit down If you're selling sinks or soups, furniture or furnaces, you'll 
“ to home-cooked stew than dine on truffles at the Waldorf. They be smart to cultivate the Masons. And you'll find them, month 
Ee. rate flowering drapes at the windows better than a blossom- after month (with 2,600,000 other home-minded families), de- 


asso- ing bonnet on Mom's head. With the Masons, home comes vouring the pages of The American Home. 
‘yond 


re is first, all day, every day. For The American Home is the homemaker's handbook. It's 
move 


to : They're home-painters and polishers, home-gardeners and written for homemakers— and doesn't give a column for any- 
fiona 


i. recipe-tryers. They're always changing ... always shopping... body else. Try it—for sales of any home product. 
(8) - 
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Read and re-read by the Masons and 2,600,000 
other families with a consuming interest in the home 
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ALL HANDS 


This agency has no 
office boys — yet. 
When we do, they 
will never handle 
any of our ac- 
counts, er create 
any of your adver- 
tising, no matter 
, how small you 
may at first be. Our accounts are a// 
important. They deserve good brains, 
get our best. 
FRED GARDNER CO., INC. 
Proven Advertising 
: 202 East 44th Street * New York 
: Murray Hill 7-4626 


FC&B to Handle | 
$1,500,000 Glass 


Container Account 


New Yorxk—Glass Container 
Manufacturers Institute has 
selected Foote, Cone & Belding as 
its agency, from nine said to have 
| been invited to bid for the §$1,- 
500,000 account. 

More than $1,000,000 may be 
/spent in space and time for the 
/new no-return beer bottles, in- 
'troduced and promoted last year 
on the Pacific Coast and in New 
| England. Promotion of the bottles 
is expected to start in the Balti- 


ayy 


THE (fy STATION 
_ THAT COVERS BOTH 
HALVES OF THE 


“VANCOUVER AREA” 


| KMBC-KFRM, Kansas City, Mo. 


more-Washington about! 
April 15. 

In addition to representing pos- 
sibly 99% of the glass container 
industry in the U. S., the institute 
includes makers of metal and 
plastic closures and materials sup- 
pliers. 

FC&B was picked by a commit- 
tee headed by J. H. Gilhuley, ad- 
vertising and sales promotion 
manager of Anchor-Hocking Glass 
Corporation, Lancaster, O. 


area 


done about them. His solution 
of the author. 


The Man Who Makes a Better 
Mousetrap today caused a sensa- 
tion in radio circles, advertising 
agencies and business promotion 
in general. He made an an- 


R. L. Warren, president of the nouncement that fell like a 
institute, said the agency presenta- ——- These wére his very 


tions had been on an “open com- 
petitive” basis. “We never knew 
there were so many able advertis- 
ing agencies,” he said, “and regret 
that we could only take one.” 


“T intend to give the public ab- 
solutely no prizes of any kind. 
All it will get from me is its 
money’s worth in the product I 
am selling!” 

. 


KMBC Ups McDermott 


John S. McDermott, director of 
special events, has been appointed 
promotion director of Station 


Throughout the sales promotion 
world men and women swooned. 
It was hours before they could 
speak. They demanded confirma- 
tion. And they got it. 

* 


He succeeds Tom Rucker, who re- 
signed to become secretary-man- 
ager of the Oklahoma Press As- 
sociation. 


* * 


“Not a bicycle for a single kid! 
Not a mink coat, airplane, dia- 


any time. 


MATERIALS, equipment and workmanship 


are the prime factors in all production. And when 
quality is the common denominator in these fac- 
tors the result is a product of merit. 


This has been the formula P & A has followed 
for years, in producing electros and mats. Only 
the best materials are used; materials of test and 
reputation. With little modesty we admit the 
most modern design in equipment, together with 
a plant layout second to none in efficiency. 
Workmanship here, is an unending effort to- 
ward perfection. 

We would like to have you see our plant. So 
please consider this an invitation to visit us 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS « NICKELTYPERS «© MATRICE MAKERS «+ STEREOTYPERS 


mond tiara or deep freeze unit 
for a wife or mother! Not a coat 
of paint inside and out or a trip 
to Sun Valley for anybody, 
understand! And not a nickel in 
cash for man or beast or half- 
wit,” he added. 


* * * 


“T am ae#emanufacturer,”’ he 
shouted. “All I know how to do 
is to make a good product and 
sell it as cheaply as possible. I 
don’t know a thing about raffles, 
crap games, grab bags or sweep- 


Sensational News: No Prizes Offered 


H. I. Phillips, noted humorist whose column appears in the 
New York Sun and other newspapers, took a look at advertising 
prize contests the other day and decided something should be 


is presented here by permission 


ness, not a gambling casino! 
* eo * 

“What’s more I think the prod- 
uct which I am trying to sell to 
the public has genuine appeal and 
needs no help from Santa Claus, 
Aladdin or Bet a Million Gates. 
And if I may say so I have a 
sneaking idea that the cash cus- 
|tomers are going nuts trying to 
‘buy something that does not in 
any way involve saving boxtops, 
|cutting out coupons, getting blanks 
from the dealer, recognizing foot- 
|steps, interpreting clues or saying 
something cute in 25 words.” 

* * a 

“Are you quite sure this amaz- 
ing stand against a trend is sen- 
sible?” we asked the Man Who 
Built a Better Mousetrap. “Don’t 
you think maybe you should offer 
a few velocipedes?” 

“IT will not give away a diaper 
pin, an old celluloid collar but- 
ton or a second hand pants 
button,” he declared. “I do not 
wish my business to be mistaken 
for a bingo carnival.” 

* * * 

He drew himself to his full 
height and added, “And get this, 
I am heading my advertising 
campaign with these words, ‘I 
will not give away anything BE- 
CAG eae” 

“Because why?” we asked. 

* * * 


“Because the consuming pub- 


staxes. I have devoted my life) 
to producing a satisfactory prod- | 

ane a 
uct, not to thinking up varia-| 
tions of roulette. I run a busi-| 


lic is exasperated, groggy, bleary- 
eyed, fed up and disgusted. Sure 
they enter the contests. That’s 
why they’re so sore.” 


Craig Mig. Adds 
to ‘48 Ad Schedule 


Craig Mfg. Company, Los An- 
geles, camera manufacturer, has 
added Holiday and The Saturday 
Evening Post to its list of media 
for promoting home movie equip- 
ment. Space will be used in The 
Saturday Evening Post this month 
and in Holiday starting in May, 
first featuring the new Craig 
16mm. Projecto-Editor and later 
the Craig Tripods and other Craig 
products, depending on the sea- 
sonal buying trend for these items. 

In addition, the company will 
use space in Camera, Home 
Movies, Minicam, Movie Makers, 


Popular Photography and U. S. 
Camera, plus National Photo- 
graphic Dealer and Photographic 
Trade News. Klitten & Thomas, 
Los Angeles, handles the account. 


Northwest Names Craigie 


Don Craigie has been appointed 
assistant advertising director 
under John M. Cook, advertising 
manager of Northwest Airlines, 
St. Paul. 


Keeling Boosts Varmo 


Victor G. Varmo, traffic man- 
ager, has been made a vice-presi- 
dent of Keeling & Co., Indian- 
apolis advertising agency. 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 
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Im tas, on the way up- 


with a lifetime of buying ahead of me. 


/ + 
Im Growing need a host of products- 


and I use them up fast. 


/ ele 
Im willing to heed your message in the magazine 


I believe in most - my own magazine. 


the national magazine for Boys, 


BOYS 


published by the Boy Scouts of America. 


And I’m only one of BOYS’ LIFE 1,725,663 readers - a 
powerful force of boys and young men that can 
give your sales curve a real push upward. 


First in advertising volume; first in paid sub- 
scriptions; tops in readership and buying response 
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ssued every Monday by sercny 
(Bal. 1337), 330 W. 42nd St., New 

‘on 4, C. (Re. 7659). Euro 
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postage extra. 


10 cents a copy, $2 a year in the United States. Foreign 
Myron Hartenfeld, circulation director. 


Free Enterprise Needed 


In Chicago the striking Inter- 
national Typographical Union has 
been airing a 15-minute daily pro- 
gram, “Meet Your Union Printer,” 
over WCFL, Chicago Federation 
of Labor station. 

We caught the show the other 
night, and as we listened, we were 
amazed. What the “striking print- 
ers” were saying was almost word 
for word what we have heard 
said, over and over again, in “off- 
the-record” business meetings at 
which the toughest diehard con- 
servatives were expressing their 
rock-ribbed views. 

We were amazed, then sad- 
dened, then disheartened. Because 
what we heard the union printers 
say required very little listening 
between the lines to add up to an 
attack on free and open competi- 
tion. When labor conditions in 
the printing industry are “stabi- 
lized,” we were told, there is no 
“cut-throat” competition in the 
printing industry. When labor 
conditions are unstable (that is, 
when not all shops are pleasantly 
abiding by union regulations) all 
sorts of “bad” things, but espe- 
cially “cut-throat competitive con- 
ditions,” exist. 

As we listened we thought of 
all the fine phrases we have heard 
and read, written ourselves, about 
“the American way of life,” “com- 
petitive enterprise,” “freedom of 
choice,” and “more and more 
goods for more people at lower 
cost.” And we thought again, as 
we have thought innumerable 


times before: 

All these fine words and fine 
phrases are an empty mockery. 
“The American way of life” is 
getting a considerable kicking 
around because of the simple fact 
that no one really believes in it. 
Our competitive system must fight 
not only those who openly attack 
it, but those who piously profess 
to be its champions. 

We have entered upon a flight 
from competition, the while we 
extoll its virtues. Labor doesn’t 
want competition, big business 
doesn’t want competition, small 
business doesn’t want competition. 
Everyone wants to talk about the 
beauties of a competitive enter- 
prise system, but no one wants to 
act that way. Everyone seeks sur- 
cease from competition—the while 
everyone tells everyone else how 
competition and enterprise and 
initiative have built this wonder- 
ful America, and how it must be 
preserved and cherished as our 
most valuable possession. 

Can it be that collectively we 
have fallen into the deadly error 
of exhausting our energies com- 
batting a small force of diversion- 
aries who wave the banner of 
Communism and other isms, when 
the real battle must be fought with 
those who tear the sinews from 
our free competitive system 


through the operation of labor|*:° 


monopolies, price-fixing pools, 
controlled production, subsidies 
that guarantee profits, and the 
like? 


The Agency Credit Situation 


The formation of a new or- 
ganization to scan the financial 
responsibility of advertising agen- 
cies in the Los Angeles area, re- 
ported last week, should be wel- 
comed by the advertising field. 

Since the end of the war, new 
advertising agencies have been 
springing up at an amazing rate, 
a condition which has been par- 
ticularly true of the southern 
California area. That condition is, 
generally speaking, a healthy one. 
It brings new ideas and new blood 
into the business. 

But in their eager rush for bifil- 
ings, these new agencies have in 
many cases been none too careful 
about their own financial sound- 
ness or the soundness of the cli- 
ents they have tried to serve. As 
a result, there has been a rash of 
unpaid advertising bills, of such 
proportions as to have seriously 
worried media and their repre- 


sentatives. 

The advertising agency business 
has always been a peculiar one in 
that no particular qualifications 
are required for the launching of 
an advertising agency. Anyone 
can set out his shingle as an 
“agency” at any place or any 
time. 

Stability is achieved in the busi- 
ness solely through the operation 
of advertising media, which pay 
agency commissions and therefore 
logically maintain the right to 
grant or withhold “recognition” to 
advertising agencies. Unstable, un- 
businesslike agency operations 
which result in unpaid bills and 
bankruptcies make all advertising 
cost more and therefore make it 
somewhat less efficient. Media 
must take the lead in preventing 
wasteful wildcat operations, and 
it is encouraging to see them doing 
so in southern California. 


fy 


“Look, John, she's wearing a petal smooth, luxurious pink slip with lavishly made, 
exquisite embroidered lace, and..." 


—KMBC ‘Heartbeat’ 


Tree for Thee 

Newspaper promotion is not 
classified as the world’s easiest 
job. 


Particularly is promotion diffi- 
cult for smaller papers. But occa- 
sionally a small paper comes up 
with a honey, and that is the 
moral of this piece. 

In Texas’ sprawling Rio Grande 
Valley is the Rio Grande Valley 
Group, three newspapers — the 
Brownsville Herald, Harlingen 
Star, McAllen Monitor. Its owner, 
Leo E. Owens, and national ad- 
vertising manager, Jack Cronen- 
wett, have developed a sparkling 
promotion idea. They have sent 
500 advertisers and agency men a 
year’s lease on a citrus tree and 
400 sq. ft. of ground around it. 

“If things get too rough where 
you are,” writes Cronenwett, “re- 
member that you have a piece of 
land in a sub-tropical paradise, 
complete with tree to sit under 
. one of the pleasantest absentee 
landlord relationships in the 
world . .. (no other media can 
make this statement, or is likely 
to, either). The Rio Grande Val- 
ley Group is a real thing and pro- 
duces sales in our Valley city with 
the same singleness of purpose 
that your tree produces fruit. . . 
Arboraceously yours, Jack Cro- 
nenwett, Keeper of the Trees.” 

Tree owners get a photo of their 
tree, and from time to time will 
get samples of what the Valley 
produces. 

From the viewpoint of orig- 
inality, or from the viewpoint of 
building a continuing promotion, 
it would be hard to beat the idea 
Messrs. Owens and Cronenwett 
have developed. 


Swinging Doors Jr. 
We don’t know anything that 
has shaken us like the news that 


|both the Pennsy and American 
Car & Foundry deserve plaudits. 

Only, the club car was one of 
the nicest places in the world be- 
cause it was almost exclusively 
devoted to two things, sociable 
drinking and lying about the state 
of one’s business. 

It’s all right if you want to turn 
it into a sort of Shopping Center, 
lacking only a meat market and 
a bowling alley to turn it into 
complete suburbia. 

It doesn’t really matter if what 
you actually want is a car with gin 
on one end, celluloid and printed 
sin in the middle and jovial jiuve- 
niles at the far end. 

We don’t care. 

And how much is coach fare? 


Fare Enough 

We’ve been meaning for some 
time to tell you about a survey 
conducted by World Wide Adver- 
tising Corporation, 11 W. 42nd 
St., New York, on the taxicab 
industry in 1947. 

You probably didn’t know that 
“over 15 births” took place in 
cabs in various parts of the coun- 
try in 1947. That “over” bothers 
us, because most people use “over” 
to indicate an indefinite number 
over a known quantity. 

The report also contains one of 
our favorite paragraphs: 

“Culminating in all the prob- 
lems facing the operators, came 
for decision the question of rates. 
Wages or commissions for cab 
drivers in consonance with that 
in industry in general came up 
for adjustment, accentuating the 
necessity for higher per-mile 
revenue, hence higher rates.” 

The report concludes that “in 
spite of the large volume of its 
operations (2 billion passengers, 
gross revenues $750,000,000), it is 


the Pennsylvania has a recreation 
car where children can drink milk 
at one end of the lounge while) 
their parents are getting peace-| 
fully potted at the other. 

Besides this unique combina-| 
tion of Walgreen’s and Joe’s Place, | 
the car will have a compact movie 
theater and a reading room. 

This catering to the entire fam-| 
ily is admirable, and we guess that | 


|out a folder for Grand View Hotel, 
|Lake Placid, which seems to us to 


practically non-competitive with 
buses and street cars giving a 
door-to-door service.” 

That’s what it says. 


Jottings 
Edgar V. M. Gilbert has turned 


hit a new high for information 


and informality. .. 


Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11. 


No. 3041. Impact. 

For advertising impact, the me- 
dium must have impact, the St. 
Louis Globe-Democrat says in this © 
52-page brochure, and submits its 
proof of the Globe - Democrat’s 
impact with the story of its edi- 
torial setup, readership and mar- 
ket coverage. 


No. 3042. Grocery Distribution in 
a $28,364,000 Market. 

The Knoxville News - Sentinel 
has issued the fourth in a series of 
bi-yearly studies of grocery dis- 
tribution in metropolitan Knox- 
ville, Tenn. The study tabulates 
a long list of grocery items, show- 
ing brand names, number of stores 
carrying the product, and per- 
centage. 


No. 3043. America’s Most Amaz- 
ing Community — Davenport, 
Iowa. 

This illustrated brochure, issued 
by the Davenport Newspapers, 
points up the “phenomenal” in- 
dustrial expansion of Davenport, 
enumerates the city’s industries, 
and describes its population 
growth and newspaper coverage. 


No. 3044. The Residential Build- 
ing Activity of America’s Uni- 
versities and Colleges. Cur- 
rent Status Veterans Admin- 
istration Hospital Construc- 
tion Programs. 

The first of these reports, issued 
by The Architectural Forum, 
shows that more than 56% of the 
country’s colleges and universities 
plan to build. Data include 
name of college, official in charge 
of the program, and an esti- 
mate of the size and current 
status of the program. The sec- 
ond is a complete report on the 
current status of the V.A. hospital 
building program. 


No. 3045. Automotive Facts. 

The Philadelphia Inquirer has 
issued this detailed analysis of 
new car sales (passenger and 
commercial vehicles) in the Phila- 
delphia trading area during 1947. 


No. 3046. Selling to Restaurants 
and Hotels. 

Ahrens Publishing Company has 
issued this 96-page manual, which 
is filled with facts, figures, charts, 
graphs and tables, showing the 
sales potentialities in the restau- 
rant and hotel businesses. 


No. 3047. Baby Food Survey. 
This survey by Wallaces’ Far- 
mer & Iowa Homestead shows that 
nine out of 10 Iowa farm mothers 
with small children use canned 
baby food. The study indicates 
brands used, reasons for not using 


and reasons for choosing the 
brands that were used. 
No. 3033. The American Home 


Circulation Study. 

The American Home has issued 
this complete, detailed analysis of 
circulation for the U. S. and its 
possessions, Canada and foreig:.. 


No. 2961. 
Data. 
The Los Angeles Herald - Ex- 
press has issued this continuins 
statistical file containing all of the 
Los Angeles market data as- 
sembled to date and color-in- 
dexed for quick reference. 


Los Angeles Market 
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OUT-OF-DATE “FIGURES” 
CAN UPSET 

YOUR 

BALANCE! 


Be sure you have today’s 
facts and figures on Philadelphia— 
America’s 3rd market! 


i Philadelphia Retailers Preferred 
The Inquirer in 1947! 


INQUIRER : 2nd PAPER 
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DAILY AND SUNDAY 


In a super-charged marketing world, changes 


rule the day. And in Philadelphia, today, 
THE INQUIRER stands first in advertising 
linage—advertising PRODUCTIVITY. 


ome NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
ued 
S of @ * e 
its 
P C Vavempina Angurer 
rket 
Ex- 
- Exclusive Advertising Representatives 
om T. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 


Longacre 5-5232 Andover 6270 Cadillac 6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-79 46 
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Promotes Rocker 


Harry Rocker, of the art depart- 
ment of Alley & Richards, New 
York, has been appointed art di- 
rector of the agency. William F. 
Dahlman, formerly with Walter 
M. Swertfager Company and 
Young & Rubicam, New York, has 
joined Alley & Richards as as- 
sociate art director. 


Air Passengers 
Say They Won't 
Return to Europe 


New YorK—Results of a recent 
poll of 1,000 American Overseas 
Airlines passengers over a one 
month period show that almost 
one-half of the passengers who 


leave Europe have no intention of 


PREE rcs rote going back. 
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| 19% to visit relatives and friends, 

'and 20% on business. 

| Twenty-six per cent of the new 
arrivals said they were going on) 
to Canada, and 8% planned to 

|continue on to Australia and New 

| Zealand. 


‘Peters Shoe Maps Two 
Fall and Winter Drives 


Peters Shoe Company, St. Louis, 
has plans for two fall and winter 
campaigns—one for Weather-Bird 
| Shoes for children and the other 
|for City Club shoes for men. The 
|Weather-Bird campaign will ap- 
pear in Country Gentleman, Good 
| Housekeeping, Life, Parade, Par- 
|ents’ Magazine, Progressive 
Farmer, This Week Magazine and 
Woman’s Home Companion, plus 
key-market newspapers. The 
theme of each ad will be 
|“Weatherized 5 ways.” 

The new City Club campaign, 
using the “Best Dressed Circle” 
theme, will appear in Collier’s, 
Esquire, Life, The Saturday Eve- 
ning Post and True. Henri, Hurst 
& McDonald, Chicago, is the 
agency. 


The farmer gets what the ultimate buyer 
pays, less all the expense in between. 
Michigan Farmers have the big advantage 
because their major markets are near home. 
This means they net more dollars and have 
them to spend for the things you have to sell. 


It is a “short haul” for advertising, too, in 
the Michigan Farm Market. You can reach 
78% of these prosperous Michigan farm 
families with just one farm paper—The 
Michigan Farmer. 


For information on all three papers address 


PENNSYLVANIA FARMER OHIO FARMER 
Harrisburg, Pa. 1013-P Rockwell 
Cleveland, Ohio 


Rurally Rich 
A —Politically Powerful 


MICHIGAN FARMER 


East Lansing, Mich. 


Joe Wayland, local ad manager of the Hartford Times, is cele- 
brating his 45th anniversary with the newspaper. . . Paul Morency, 
v.p. of Travelers Broadcasting Service Corp. and gen’l mgr. of 
WTIC, Hartford, has been named state radio chairman of the 
American Cancer Society’s ’48 fund drive... 

Two staff members of KXOK, St. Louis, have been elected officers 
of the Downtown Post, No. 6516, Veterans of Foreign Wars. Harry 
Renfro, dir. of public relations, is senior vice-commander, and 
Charles Burge, of the sales staff, is post surgeon... S. C. Allyn, pres. 
of National Cash Register Co., Dayton, writes on the importance of 
the ability to speak well in an article in the current issue of the 
Quarterly Journal of Speech, official organ of the Speech Associa- 
tion of America. “First, see that training in speech has a place in 
your curriculum,” he writes, and “Second, associate yourself with 
some organization that will provide the opportunity to practice 
what you have learned.”. . 

There’s a new affiliate at the home of Bill Paley, CBS chairman 
of the board, William Cushing Paley, who was born March 29 at the 
New York Hospital. . . Andrew Crichton, whose father, Kyle S., 
Crichton, is an editor of Collier’s, is engaged to Elizabeth Carrington 
Greene of New York... 


GOOD, MMMM — Having lost a bet that Harold Stassen would get at 
least three New Hampshire delegates, Drew Pearson pays off by eating his 
hat—of Shredded Wheat. Looking on a bit dubiously are, Frank H. Lee Jr., 
left, sponsor of Pearson's ABC broadcast; William H. Weintraub, president 
of William H. Weintraub & Co., and John B. Beltaire, vice-president in charge 
of sales and advertising, Frank H. Lee Company. Standing is Harry Trenner, 
vice-president for radio at the Weintraub agency. 


Melvin Tenebaum, radio editor of Ohio Advertising Agency, 
Cleveland, is taking a month’s leave of absence to take a course in 
all phases of television at Station WBKB, Chicago. . . Added to the 
research and policy committee of the Committee for Economic 
Development, of which Raymond Rubicam (Y&R, New York) is 
chairman, are Clarence Francis, chairman of General Foods Corp., 
and Harry Scherman, pres. of the Book of the Month Club, New 
York. They are also CED trustees. . 

When the New York News’ Inquiring Fotographer asked Jim 
Bennett, MBS account executive, about the chances of his favorite 
baseball team this season, Jim answered, “It’s in the bag for the 
Yankees.” . . 

Harvey Conover, president of Conover-Mast Publications, is “pro- 
filed” in the March issue of The Talk of the Century, Century 
Federal Savings & Loan Association house organ. . . Maj. Gen. 
Julius Ochs Adler, gen’] mgr. of the New York Times, has been ap- 
pointed chairman of the advertising, entertainment, graphic arts, 
professional and service section of this year’s joint campaign of the 
New York City Cancer Committee. . . Serving with General Adler 
as chairman of the various groups in his section will be Emerson 
Foote, president, Foote, Cone & Belding; Harry Brandt, president, 
Brandt Theaters; Bertram Wolff, president, H. Wolff Book Mfg. 
Company; Dr. Howard Reid Craig, director, New York Academy of 
Medicine, and Frank L. Andrews, president, New Yorker Hotel. . . 

William Phifer Hall, whose father, Stuart Hall, is a vice-presi- 
dent and associate of Carl Byoir & Associates, New York, became 
engaged recently to Mary Lisa Doremus of Greenwich, Conn. . . 
Anyone interested in direct mail advertising is welcome to attend 
a series of lectures being given by Ed Mayer Jr., head of James 
Gray, Inc., at the Belmont Plaza Hotel, New York... 

Robert Mann, CBS manager of program sales, will wed Ann 
Summers, CBS actress, late this month... And Mary Patricia Ali- 
coate, vice-president and secretary of Film Daily, was married 
recently to John Joseph Bergen Jr... 

The Deadline Club elected Lou Millette of the Metropolitan Life 
Insurance Company, president several weeks ago, succeeding Car! 
Auerbach, printing production manager for Fawcett Publication: 
who was elected to the board of governors. Other officers elected 
were Bob Navin, Good Housekeeping, vice-president, and Robert 
Stelzer, president of College Market Services, secretary. Walter 
C. Elly, president of the company bearing his name, was reelected 
treasurer. . . 

Mrs. Scott H. Bowen, owner of radio stations WIBX and WIBX- 
FM, Utica, N. Y., recently wed Dr. Robert H. Stevens. . . Charlotte 
Chamberlain of CBS was married last week to Roman O. Ketterer 
of Tel-Autograph, Inc. . . Dan Moran, director of publisher rela- 
tions, American Newspaper Advertising Network, has returned 
from a six weeks tour through the Southwest and ‘Pacific Coas', 
contacting network newspapers, agencies and advertisers. . . 

Looks like a sell-out for the annual stag of the Artists Guild ©! 
Chicago, set for April 19 at the Furniture Club, with Ralp® 
(Cookie) Cook as emcee. Since club facilities limit table reserv#- 
tions to 500, Joe Passaglia, ticket sale pusher, has put out the 
hurr-y, hurr-y sign. . 
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Squirt Company 
Issues Booklets 
on Point of Sale 


BEVERLY HiLis, CaL.—To stimu- 
late more effective use of point- 
of-purchase advertising, 
Company here has issued two 
pooklets for bottlers and for the 
soft drink company’s route sales- 
men. 

“Ring the Bell with P.O.P. Ad- 
vertising,” third in a series of 
business building leaflets issued 
by the company for guidance of 


Squirt | motion. 


Buyer. Betty Held, for the past 
/seven years editor of the handbag 
buyer section, will head the edi- 
torial staff of the new publication. 


; Disti |assistant sales promotion manager 
National Distillers of National’ Distillers. has been | 2m gg agp po 


Adds Two; Ups Ford appointed sales promotion man- - pe APA 4 Sana edkaatd 
Alynn Shilling, sales promotion | 48¢r. | 42 ? ; - 
manager of the National Distillers | —_—_——_ _tive assistant in the general sales 


'Products Corporation, New York,| Faxon Quits McKesson i re 


has been ee | Henry D. Faxon has retired as Radio: 1948 

assistant to Philip J. Kelly, direc-| pegional vice-president of McKes-|»* ‘ Revoluti h 

tor of advertising and sales pro-| om & Robbins, Raneas City, after Handbag Buyer to Bow =: heve. | New neateny 
|56 years of service with the Mc-| Effective with the June, 1948, is- _— a OW hat's 

John S. Graetzer Jr., formerly) Kesson organization and prede-|sue, the handbag buyer section of Going On In Radio?”. 

|account executive with Lennen &/ cessors. He will continue as a|Luggage & Leather, published by | Price: $10.00. 


Mitchell, New York, has joined|member of the company’s board) Haire Publishing Company, New 
| National Distillers as assistant ad-|of directors to which he was York, will become a separate pub- 
vertising manager. Frank Ford, | elected in 1929. ‘lication under the title, Handbag 


Box 7017, Advertising Age 
330 W. 42nd St., New York 18, NY 


its bottlers, presents an analysis | 


of point-of-sale advertising, how 
to institute a program and what 
it will do for sales. 

Heavy stress is placed on plan- 
ning the local campaign, selecting 
locations, storage and distribution 
of the material, a tool list, keep- 
ing records on the program and 
making it pay off. 

In a lighter vein, “Life with 
POP,” a cartoon booklet for the 
salesmen, puts the emphasis on 
planned placement of point-of-sale 
material to act as a route sales- 
man on duty 24 hours every day. 


Signs ‘Evaporate’ 


Typical treatment of a typical 
problem: “One of the funny things 
about our business is the peculiar 
way in which signs seem to evap- 
orate. You put up a lovely sign 
and almost before your back is 
turned, it’s gone, so nail it down. 

“But what if Gargle Kola al- 
ready has a sign in that nice space 
above the cooler. Well, life is like 
that. You’ve gotta find another 
spot. Unless, of course, the store- 
keeper insists that you replace 
their sign with one of your gor- 
geous samples.” And the booklet 
adds, with candor, “Generally, he 
won't.” 

The booklets are part of a com- 
bined sales training-merchandis- 
ing-advertising program designed 
by the company to strengthen its 
sales position throughout Squirt’s 
market area. 


Adds Two Tire Lines 


Goodyear Tire & Rubber Com- 
pany, Akron, is introducing two 
new lines of passenger car tires— 
the Corsair and Marathon — the 
latter originally introduced in 1938 
and discontinued during the war. 
In a letter to dealers, Goodyear 
has advised that limited stocks of 
the Marathon are available and 


that production on the Corsair has 


begun. 


SLIDEFILMS 


MOTION PICTURES 


BOWMAN FILMS 
INCORPORATED 


AMERICA HAS COME A LONG WAY IN THE PAST FIFTY YEARS 


er ns 4 
Ke ee ‘ % ' or! 
eat rf Zz , 


“Get off those crackers, Blackie!’’ 


Yesterday's open cracker barrel is a choice item 
of Americana, a museum piece. Today, from 
Maine to Monterey, from rural store to super- 
market, you'll see row after row of packaged 
foods .. . safeguarded against dust, dirt and the 
grocery cat’s prowlings. 


comforts and conveniences undreamed of fifty 
years ago. 


What’s ahead? Under free enterprise, the 
sky’s the limit! International Paper Company, 
220 East 42nd Street, New York 17, New York. 

Storekeeping and food selling have come along 
way in fifty years! So have American standards 
of hygiene, American education in sanitation. 


It’s been a wonderful half century! During 
these fifty years, we have contributed our own 
share —through paper and paper products — to 
the improvement of health and hygiene, to the 
broadening of education. Paper and printing 
have carried the torch for better living. They 
have widened markets for industry... brought 
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‘Issues Buyers Directory 

A directory of California man- 
ufacturers containing data on 9,- 
000 California concerns has been 
| issued by the California Manufac- 
‘turers Association. It is designed 
to serve as a guide for purchasing 
| agents, capital investors, domestic 
and foreign trade agents and buy- 
/ers not familiar with the western 


To sell = soft drink bottlers of America, 
do it most effectively through the 


Haliimal Bottlers Cagelle | °K. 
the dominant National publication in the 
soft drink industry since 1882. Cathcart Promoted 


in ABC paid circulation © in advertising volume. | : 
in editurial force, prestige, experience. | J. David Cathcart, who has 


| been assistant to the executive 
| vice-president of Magnavox Com- 
pany, Fort Wayne, Ind., has been 
appointed manager of the com- 
pany’s newly created Chicago 
, sales district. 


80 Broad Street, New York 4 | 
Detroit : Penobscot Buildin 
Pacific Coast: 714 W. Olympic 
Los Angeles 
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CESS OF 200,000 


MEMBERSHIP 
GEORGE T akin. EASTERN REPRESENTATIVE + 101 PARK AVENUE 


NEW YORK 


Club Aluminum 
Anniversary Ad 
Offers Cut Price 


Cutcaco—Club Aluminum Prod- 
ucts Company ran a full-color 
bleed page ad in the April 5 Life 
offering a set of Club Aluminum 
Hammercraft waterless cookware 
at a special low price, the first 
time the company has featured a 
reduced price in national adver- 
tising. 

The ad is captioned, “Our 25th 
Anniversary Offer . .. a special 
set at a special price.” The six- 
piece set is offered at $18.88. This 
compares with a $21.20 total for 
the three sauce pans, two frying 
pans and Dutch oven when pur- 
chased separately. 

Another four-color bleed page 
featuring the anniversary set as 
an ideal gift for brides will ap- 
pear in Life May 17 and in the 
summer issue of Bride’s Magazine. 


Club Aluminum full-color ads in 


Source: "Leading National Advertisers °° 
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WINTER IS HOST—N. A. Winter, right, president of the Des Moines agency 

bearing his name, greets Edwin L. Sullivan, advertising sales manager of Better 

Homes & Gardens, left, and C. A. Baumgartner, center, advertising sales man- 
ager of Successful Farming, at one of the ee media luncheons. 


Better Homes & Gardens, Mc- 
Call’s and Ladies’ Home Journal 
will continue to feature the “Full- 
Flavor Cooking” theme established 
in 1945. 

The cooking ware is also being 
advertised in Hardware Age, Re- 
tailing Home Furnishings and 
What’s New in Home Economics. 

Leo Burnett Company here 
handles the account. 


Three Boston Papers 
Raise Price to 5 Cents 


Three Boston newspapers raised 
their price from three to five cents, 
while their competitors remained 
at three cents. The Boston Her- 
ald, morning paper, and the Bos- 
ton Traveler, afternoon paper, 
which are sold in combination, 
raised their price. The Boston 
Globe, morning and afternoon 
paper, raised its price to five cents. 

The Boston Post, morning paper, 
and the Hearst papers, the Bos- 
ton American and Daily Record, 
remain at three cents. 


Florez Appoints Four 


Florez, Inc., Detroit, training 
and promotion specialist, has ap- 
pointed Herbert E. Hammerton as 
production manager and Joseph H. 
Purcell, assistant production man- 
ager. James L. McGuire, with the 
company since 1939, has been 
named editorial manager. James 
F. Jackson has been appointed in 
charge of the newly formed gen- 
eral service department. 


Media Men Invited 
to Lunch to Make 


Presentations 


Des Mornes—The N. A. Winter 
Advertising Agency here has given 
a new twist to the be-kind-to- 
media - representatives trend of 
recent weeks. 

Believing that many media have 
done a real job in compiling valu- 
able media and market informa- 
tion, and that the data is buried 
in the files all too often, N. A. 
Winter, agency president, has in- 
augurated a series of weekly 
luncheon sessions for various me- 
dia representatives. 


Long Sessions 


Following the luncheon each 
week, the representatives of the 
selected medium are given an op- 
portunity to present their entire 
story to both the media director 
and account executives. Question 
periods following the presentation 
have lasted as long as three hours. 

To date, some five radio sta- 
tions, the Iowa Tall Corn Net- 
work, Outdoor Advertising, Inc., 
National Transitads and represent- 
atives of such publications as Bet- 
ter Homes & Gardens, Wallaces’ 
Farmer, Successful Farming and 
the Iowa Daily Press Association 
have made presentations. 
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DEALER: CONSUMER PSYCHOLOGY 


CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
-TO PRODUCE DISPLAYS 
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Fairchild Business Papers — Serving 
Big Business with a Faster News 
Tempo ... The new Fairchild Building 
adds 125,000 feet of space to 

our publishing plant — equips us for 
a better job of reader service. 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


They're beyond the pale in the Fairchild publishing creed. 
When you hew to the line in publishing business news, the 


chips are bound to fall. 


“Our Salvation Is in Printing-the News," is a 57-year-old 
Fairchild tradition. By keeping faith, Fairchild editors have 


stepped on plenty of pet corns — but strictly in line of duty. 


Because Fairchild habitually removes the fuzz from the facts, 
the news reactions of Fairchild readers are that much faster. 
They write their own news-interpretation with actual buying 
and selling that produces a chain reaction. Their collective 
judgment generates the trends in the Fairchild $27 billion 


market at retail. 


That's why Fairchild Business Papers omit the conventional 


editorial page — and the flowers, too. 


You'll get sore eyes looking for Sacred Cows grazing in our 
news columns. Maybe that's why the advertising pages click 


the way they do. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Since RETAILING announced that it would be pub- 
lished daily starting June 1st, many home furnish- 
ings advertisers have asked us that question. “‘Isn’t 

- once a month too seldom?”’ they want to know. Or 
“Isn't five times a week too often?”’ ‘“‘What is the 
most effective frequency for our business paper 

campaign?”’ 


We can tell you right off that there’s no uni- 

¢ versal answer to that one. But we can also tell 

you how you can arrive at an answer that 

| ; Ni applies specifically to you .. . and to your 
ont : | advertising. 


The frequency of your campaign will de- 
pend upon two things: 1.) the job you want it to do; 
and 2.) the budget you have appropriated to do it 
with. Under certain conditions— where markets and 
distribution are stable, competition is unimportant 
or where selling goals are modest —a monthly ad 
might well fill the bill. Under most conditions— where 
competition is keener, harder selling is called for or 
results needed sooner — stepped-up advertising fre- 
quency is essential. 


The important thing is to use sufficient frequency to 
do the job you have assigned to your advertising . . . 
whether that frequency is monthly, weekly, or daily. 
There’s a right time and place for each. The random 
sampling at the right shows you how some of America’s 
most alert national advertisers have used space in 
the nation’s daily newspapers. Note that the fre- 
quency of their insertions ranges all the way 
from monthly to daily. RQ : 


Their campaigns are alike in only two \ 
ways. They’re each using daily newspapers | 
to gain the kind of readership which only 
daily newspapers can command. And they’re 
using the frequency in those dailies which best 
serves their advertising purposes. 


We'd like to suggest that when you’re planning 
your home furnishings business paper campaign. 
you do the same. 


A FAIRCHILD PUBLICATION, 7 East 12th Street, New York 3, N. Y. 


advertising frequency of some 


national advertisers in daily 
newspapers 


Campaigns for typical three-month periods in 
the New York daily newspaper which carried the 
bulk of lineage in each account's particular field 
Data supplied by Media Records, Inc. 


R.C.A. Victor ........ .....monthly 
BBG, cma, «obs mnhis menan monthly 
NE oe adeiccicres twice monthly 


Vitalis Hair Tonic. 3 times monthly 


Rheingold Beer. ...3 times_ monthly 


Sealtest Ice Cream weekly 
Scott's Emulsion .weekly 
Buick .. .. weekly 


Pepsodent Tooth Paste....twice weekly 


Salada Tea................twice weekly 


Borden s Golden Crest Milk 
twice weekly 


Philco ...................twice weekly 
Calvert Reserve .3 times weekly 


Perso .....- daily 


Cuticura ; .... daily 
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3 REASONS WHY 


YOU SHOULD WRITE TODAY 
1. 18,000,000 consumers yearly see 
this dominant location. 


2. The circulation cost per thousand 
is unbelieveably low. 


3. This location is clearly visible for 
¥, of a mile. 


WRITE 
The R.C Maxwell Co. Trenton N.S 
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Federal 

WASHINGTON — Easter season 
sales by department stores reached 
a new record the final week of 
March, rising 17% over the 1947 
peak set during the first week of 
April last year. 

Federal Reserve Board figures 
indicate the sales index (based on | 
1935-39 averages, unadjusted sea-| 
sonally) went to 331 for the week | 
ending March 27. This was higher | 
than ever before for any week | 
except in the Christmas season. 
Sales were 6% greater than in the 
and one-third | 
greater than in the last part of 


..» WHERE PURCHASE POWER JUMPED 
700 MILLION DOLLARS IN °47! 


Nobody knows the Los Angeles market like the Los Angeles 
Examiner — and that goes for the Southern California market, 
too! We've plodded its highways and buy-ways to determine, 
block by block, what makes it tick for quota-hungry sales execu- 
tives. Said a representative of a large Automobile Group: 


“It puts the market in your lap!" 
Ask a Hearst Advertising Service 
Man about Sales Operating in 
the Southern California market. 
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Reserve Figures on Department Store Sales 


February this year. 

All areas and cities had greater 
sales in the final Easter week than 
in the final week of March last 
year. Part of the gain is attrib- 
utable to the earlier Easter this 
year. 

The greatest gain was Akron’s 
46% increase. Other gains in- 
cluded 40 to 42% increases in de- 


“DEPARTMENT STORE 
SALES INDEX 


1915 39 EQUALS 100 


Week to Mar. 27, '48* p331 
Week to Mar. 29, °47* .283 
Month of Feb., 


*48*. . .236 
"47"... . 222 
"48... . 283 
"47... . 265 


Month of Feb., 
Month of Feb., 
Month of Feb., 


*Not adjusted seasonally. 
pPreliminary. 


partment stores of Cleveland, 
Houston, Buffalo and Rochester. 
Lowest gains were 1% in Miami, 
3% in Baltimore, 5% in Denver 
and Los Angeles and 6% in St. 
Louis. Area gains ranged from 
8% in the Richmond (fifth) dis- 
trict to 25 and 26% in the Dallas 
(llth) and Cleveland (fourth) 
districts, respectively. 
Yr.-to-Yr. % Gain 
Mo. Mo, Week 
Federal Reserve of of Mar. 
district and city Jan. Feb, 27 
UNITED STATES 8 p7 17 
Boston District. . 1 p2 18 
New Haven... 2? 8 25 
CO eae H 3 14 
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Rochester 
Syracuse ..... 5 
Philadelphia Dist. s 
Philadelphia .. " 10 15 
Cleveland Dist. 1 
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New Orleans .. 
Nashville . 
Chicago District. 
CeIGOEO ...~.. 
Indianapolis 
Detroit 
Milwaukee .... 20 
St. Louis District f 
Little Rock ... 
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Minneapolis Dist. i) p3 
Minneapolis .. 12 9 
St. Paul 
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‘‘We consider this Sales Operating Control 
so well done, we expect fo use if as a sort 
of sales bible for our expansion program.”’ 


No paper covers this market like the Los Angeles Examiner! 
More people read it, than read any other newspaper West of 
Chicago. It’s popular, it’s powerful, and it knows how to help 
YOU set up your selling strategy. Here’s a “must” in any com- 
bination aimed at covering America’s 3rd largest market. 


D’!I’'th-Superior 10 
Kansas City Dist. 10 
| Denver 
Wichita 
Kansas City... 11 
|} 8t. Joseph..... 4 
Oklahoma City 15 3 19 
' Tulsa 
Dallas District... 7 
DEE oc 506 ¢0 —3 
Fort Worth .. 10 
Houston 
San Antonio .. 16 
8. Francisco Dist. 10 
Los Angeles A. 2 
Oakland 3 
San Francisco. 3 4 16 
Portland 3 
Salt Lake City. “ 0 18 
4” ee 7 --4 12 
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*Data not available. 


Gets Sartorius Account 


Small & Seiffer, Inc., New York 
|has been appointed to handle th« 
|advertising of all products of A 
|Sartorius & Co., New York, in- 
cluding Helen Neushaefer nai 
|polish, lipstick, rouge and E-/ 
| depilatory glove. Color pages an: 
| black-and-white ads will be usec 
|as well as newspapers and trad: 
| publications. 
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Michigan Finds 
Tourists Spend 
$128 per $1 Ad 


Detro1Ir—A recent survey by | 
the Michigan Tourist Council 
shows that every dollar which the 
council spent on national adver- 
tising in 1947 brought a traceable 
return of $128. 

As reported in “Contact,” house 
organ of Beaumont & Hohman, 
agency handling the account, the 
tourist council made a survey of 
20% of the 45,000 persons who) 
made coupon inquiries in a six 
month period of 1947. 

The mailing list of 9,000 brought 
a 12% response. A weighted com- 
pilation and projection of the re- 
plies received indicates that 62% 
of all those who made inquiry | 
came to Michigan—a total of 28,-. 
000 parties averaging 3.5 persons. 
They stayed a little over 12 days 
in the state and spent more than | 
$243. 


92% Came by Car 


Ninety-two per cent of the tour- 
ists came by automobile and they 
drove an average of 810 miles in 
the state. The gasoline taxes alone | 
represented nearly 80% of the na-. 
tional advertising costs in the. 
period covered. 

Out of the 29 recreational ac- | 
tivities which are listed by those 
questioned as reasons for visiting 
Michigan, fishing is by far the 
most popular attraction—45% 
mentioned that the sport influ- 
enced their choice. “Scenery,” with | 
a 25% rating, was second. 

The survey again indicated that. 
most people make their vacation 
plans in late spring and early) 
summer: 21% in May, 18% in 
June, and 13% in July. The state 
council is particularly happy over 
the fact that 79% of the respond-| 
ents plan to return to the state. 
within five years, and 57% will be 


As a user of Words 
You will be thrilled 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ences in that interesting book 
“Teacher of Business.” | 

‘s | 


This man who built one of America’s | 
most successful business publishing 
properties — The McGraw-Hill Pub-. 
lishing Company — is none other than 
James H. McGraw. 


The size of this book is 6% x 9%4— 
It is bound in a beautiful green) 
simulated leather with title and sub. 
title printed in gold ink on the front | 
cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book 
will make a useful, permanent addi-| 
tion to your business and home) 
library. 


Advertising Publications, Inc. 
10 E. Ohio St. Chicago 11, Ill. 


ILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, Ill. 


‘-entlemen: 


Please send me....copies of “Teacher 
of Business”. Enclosed is $.......... 


| back in 1948 (the future expendi- 
tures are not included in the basic | 
$128 return for each $1 of na- 


tional advertising). 


CBS Names Naomi Fine 


Naomi Fine has resigned as 
head of the presentations division, 
sales promotion department, of 
Mutual Broadcasting System to 


| become manager of sales promo- 


tion services for CBS television in 
New York. She previously was 
associated with Columbia from 
1943-45. 


‘Harrison Names Suito 


T. Suito, who has been operat- 
ing a direct mail advertising busi- 
ness in Washington since 1946, has 
been named advertising director 
of Harrison Radio Corporation, 
New York. 


KNX-FM Goes on Air 


KNX-FM, new frequency mod- 
ulation station of CBS in Los An- 


geles, has begun operations on a/| 
six-hour daily schedule from 3-9) 
| Girls, Charm, Glamour, Gold Book 


p.m., CDT. 


Appoints Erwin, Wasey 

Air Products, Inc., New York, 
has appointed Erwin, Wasey & Co., 
New York, to handle advertising 
of a new type of oxygen genera- 
tor and of its subsidiary, K-G 
Welding & Cutting Company, New 
York. 


Shepherd Starts Drive 


Shepherd Knitwear Company, 
New York, will launch a summer 
swimsuit campaign in Calling All 


a Sipps 5 peas a 


— = ——— 


a - —< 


Directory, Holiday, Life, Made- 
moiselle, New York Times Maga- 
zine, Registered Nurse and Vogue. 
The agency is Norman D. Waters 
& Associates, New York. 


Romance in Client's Product? 


Yes, if Alexander McQueen serves it 
up for you, in his famous advertising 
feature, ‘Nothing but the Truth'’* 


His stuff delights your client. 


ALEXANDER McQUEEN 5222 N. Lakewood 
(*Reg. U.S. Pat. Off.) Chicago 40, Il. 


EVERYBODY LIKES TO LOOK AT BEAUTIFUL THINGS 


Beauty—in form, color, design, movement, will “put the brakes” on the busiest of 
us .. . Whether it’s the sunny sands and palms of Florida and California, Arizona's 
rugged horizons, the white clad slopes of Sun Valley, the grace and color of an 
Ice Show, the wealth of loveliness in a conservatory, the Easter Parade on the 
boulevard, or just the reproduced version in movie or magazine—if we're normal, 
we love to “look” . . . Advertisers have capitalized on this human trait for years— 
probably because we also have a tendency to translate the good things we see 
into terms of personal possession and enjoyment . . . Hundreds of these successful 
advertisers currently carry the original perfection of their conceptions to millions 
through ROGERS craftsmanship in photo-engraving. Perhaps you do—or will. 


ENGRAVING COMPANY 
Master Craftsmen of Photo - Engraving 


AGDOLPH FF. BUBCHELE ° ° ° President 


2001 CALUMET AVENUE - CAL. 4137 - CHICAGO 16, ILLINOIS 
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Hollywood Daily’s 
Cab, Coffee Ads 
Found Best Read 


New YorK—A 224-line Yellow 


28 issue of the Hollywood Citizen- 


ing, according to the Advertising 
Research Foundation. 

The ad’s percentage score of 
men, 24%, and of women, 12%, 
gave it fourth place. It also placed 
second on the all-study index list 
in the same category with an in- 
dex rating of 107 for men and 54 
for women. 
of best-read ads compiled for the 
survey issue alone, it placed sec- 


fourth place honors among women. 
A 1,010-line M. J. B. coffee ad 
stopped 18% of the men and 28% 


Cab Company ad in the January which scored 37%. 
|score of 13% 


News took fourth place on the all- | 0" their list that day. 
study list of best-read transpor-| 
tation advertisements in the Con- | 
tinuing Study of Newspaper Read- | 


Finally, on the lists | 


ond among men and tied for. 


of the women, topping the list of | 


OA, MAGAZINE 


HOME;Is the Best 
Place to Make a 
Sale ! 


Advertise in Foreign 
Service! 


Foreign Service is 100% home de- 
livered, right into the heart of the 
veteran’s family. Your advertising 
in Foreign Service reaches 1,300,000 
(ABC, February. 1948) homes— 
and it’s seen by 2,626,000 readers! * 
Here’s solid home coverage of the’ 
veteran market. Sell your product 
or service by advertising in Foreign 
Service! 


* Danie ! 


Starch Survey 1947 


Published by se 
VETERANS OF FOREIGN WARS 
wt=% OF THE U.S. 


1 “Kansas City, 


|national ads best-read by women 
jin the survey 


issue and placing 
third on the men’s list that day. 
The most popular national ad 


|}among men readers of the survey 


issue of the Hollywood paper was 
a 985-line Chevrolet automobile ad 
A women’s 
gave it third place 


Appoints Frohlich 
L. W. Frohlich & Co., New York, 
has been appointed to direct the 


advertising of Nutrition Research 
Laboratories, Chicago, maker of 
antiarthritic and antirachitic 
preparations, Ertron and Infron, 
and other products. A direct mail 
campaign to the medica! profes- 
sion has been planned. 


Appoints Botsford 

The Stained Shingle and Shake 
Association of Seattle, newly 
formed trade association repre- 
senting manufacturers throughout 
the United States and Canada, has 
appointed Botsford, Constantine & 


Gardner, Seattle, to handle its ad- 
vertising. Trade publication copy, 


followed by consumer advertising, | 


is planned. 


Launches Shoe Drive 


Ludger Duchaine, Inc., Quebec 
City, shoe manufacturer, has 
launched a campaign in daily 
newspapers, featuring men’s shoes. 
Full-color car cards are being 
used in larger Canadian cities. 
The Montreal office of Ronalds 
Advertising Agency handles the 
account. 


'Doody and Yoell Merge 


Edward G. Doody & Co., St. 
Louis, national marketing re- 
'search organization, and William 
‘A. Yoell, marketing consultant, 
have merged their firms with 
headquarters at 511 Fifth Ave., 
New York. 


Joins Platt-Forbes 

Arthur Hawkins Jr., formerly 
art director of Alley & Richards, 
has joined Platt-Forbes, New 
York, in the same capacity. 
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193 Sponsors 
Back Wayne King 


New YorK—Five new sponsors 
‘n seven additional markets have 
been signed for the Wayne King 
how. The transcribed musical 
orogram, a Frederic Ziv package, 
now is carried by 193 advertisers 
on 232 stations. 

New clients signed for the show 
Cedar 


Company, Charlotte and Greens- 
boro, N. C., and Columbia, S. C.; 
Henley’s, Maysville, Ky.; Charles 
H. Sipe Jr., Cambridge, O., and 
Nashville. 

Meanwhile, the “Favorite 
Story,” which stars Ronald Cole- 
man, has picked up four more 
backers since receiving the Mo- 
tion Picture Academy Award. The 
list: National Abstract Company, 
Corpus Christi; Oklahoma Gas & 
Electric Co., Enid; Merchants Na- 


Standard Motor Car Company, 


Baton Rouge. 


Offers Promotion Aids 

The building materials division 
of Armstrong Cork Company, Lan- 
caster, Pa., has prepared a book- 
let, entitled “Extra Profits from 
Promotion,” as a guide for Arm- 
strong acoustical contractors in 
setting up their own advertising 
programs. Included in the book- 
let are direct mail letters, ad mats 


/ “2 sre: Hamilton Company, 
Rapids, Ia.; Bridges Furniture 


and other promotional sugges- 


tional Bank, Cedar Rapids, and tions. 


Buckley to ‘Atlantic’ 


J. H. Buckley, formerly western 
advertising manager of Nation’s 
Business, has been appointed 
western manager of the Atlantic 
Monthly, in Chicago. He succeeds 
Gerhard Becker, who has joined 
Time, Inc. 


To Inland Newspapers 


Inland Newspaper Representa- 
tives, Inc., has been appointed na-_ 
tional advertising representative 
of the Tribune, Pocatello, Ida. 


ee ee 


Not that she couldn't be. Poised, smartly groomed} every inch Miss 
College of ’48. Yes, the farmer’s daughter has come a long way. 


: | It isn’t just going to college ... farmer's daughters have long 
y done that. But now they’re going in style! Dressed in the latest fashions, 
4 driving the latest cars, they reflect the ever-growing wealth of 
‘\ Mid-America. 

%, For years their fathers have sold all the grain they could raise 


F 


...all the stock they could feed... at the highest price level on record. 
Result: 2 new wealthy class has appeared right in the heart of 
the country! 


Me. 


' Naturally, these Mid-America farm families are getting everything 
that makes for a better life... all the comforts and conveniences. 


POSS 


They're getting sdeas on better living, too—that’s why so many of 
them read Capper’s Farmer. 


— 


More important to you, they read it for the products that will 
carry out their ideas. Yout product in Capper’s Farmer is seen by a 


« 


farm families. 


' a 


Pelge 


the magazine farm people 


believe in..... 


TOPEKA, KANSAS 


wealthy, buy-minded audience of more than 1,300,000 Mid-America. 


Farmer 


MAN 


YW 


A COMPLETE PRINTING 
PLANT all under one roof is signifi- 
cant of the Manz Viewpoint which 
has directed a policy of intense cus- 
tomer-interest, dating back to 1866. 
Establishing a single high standard 
of production quality on a business- 
like basis of economy dictated that a 
single, unalterable high standard of 
supervision must prevail. Realizing 
that the user of printed matter would 
not end up with the highest possible 
quality unless all operations were 
conducted under a single standard of 
supervision, Manz concluded that the 
best and surest course would be to 
operate all of the necessary opera- 
tions under the one roof. 


Passing the buck has long been a 
convenient game for manufacturers 
in the graphic arts field. At the same 
time, it has been, and still is in some 
instances, an unrelenting headache to 
the customer. 


“The trouble is with the engrav- 
ings,” says the printer. 


“The printer isn't getting the best 
results from the engravings,” says the 
engraver. 


“The inks are wrong!” 


“The electros are too shallow!” 
Manz set out to eliminate those un- 
necessary headaches—and succeeded! 


How?— By taking full responsi- 
bility for producing printed needs 
through every sequence of operation 

all the way from the original idea 
right through to distribution—and al] 
in the one plant! 


Manz services are manifold. They 
can be creative in various ways: crea- 
tive from the standpoint of finding 
the right idea to make printed matter 
productive and profitable to the user; 
and creative from the standpoint of 
mechanical production. With the vast 
array of printing equipment — both 
letterpress and offset ranging from 
small one-color jobs up to huge five- 
color mechanical giants—at their dis- 
posal, our production planners can 
usually come up with an idea refiect- 
ing itself in unusual economies. 


“Any Size Job Is A Manz Size 
Job”—-No matter how small the job 
or how great, it receives full benefits 
in quality and economy which result 
from being produced in a plant where 
art, engravings, type-setting, letter- 
press equipment—even the manufac- 
ture of ink—binding, and every 
intermediate operation are efficient)\ 
alligned to meet every printing de- 
mand—and that includes the keeping 
of promises! 


A Manz man has all the facts 
when would you like to see him? 


Uny Size Sob us 
a Mune Size Sot 


MAN 


CORPORATION 


Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Iilinois 
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Durkee Boosting 
Product Space 
60% This Year 


CLEVELAND — Durkee Famous 
Foods division of the Glidden 
Company here has stepped up its 
1948 advertising budget some 60% 
over that for last year. 

Described as the largest ad 
budget in Durkee history, the ex- 
penditures are expected to pass 
the $400,000 mark, although the 


company made no estimate of its | 


dollar expenditure. 

One facet of the stepped-up 
promotion will be an extensive 
outdoor poster campaign using 
bird motifs. Typical treatment 
involves two robins chatting on a 


tree limb, suggesting: “Time to 
buy country fresh flavor, Durkee’s 
oleomargarine.”’ 


Also in 1948, the company will 
add Life to its magazine schedule, 


sm 


is the outdoor poster shown above. 


“455 Country Fresh Flava 


TETE-A-TETE—Typical of Durkee division, Glidden Company, advertising in 1948 
The bird motif is scheduled to appear fre- 


quently throughout the year in a product drive 60 per cent greater than in 1947. 
Federal Advertising Agency, New York, handles the Durkee account. 


Rejoins Remington 
_ Nelson B. Winkless Jr. has re- 
joined Wm. B. Remington, Inc., 


Gets Shirt Account 


__ Abbott Kimball Company, Los 
Angeles, has been appointed to 


Springfield, Mass., as copy chief| handle the advertising of Sorrel 
| after an absence of four years. In| Shirt Company, Los Angeles, man- 
the interim he was associated with | ufacturer of quality tailored shirts 


Compton Advertising, Allis-Chal- for women. 
|mers Mfg. Company and Batten, 


Fashion trade pub- 
|lications and a consistent schedule 


using full-page, four-color copy: | Barton, Durstine & Osborn as/|in Good Housekeeping will be 


The schedule includes Better 
Homes & Gardens, Ladies’ Home 
Journal, Parade, This Week and 
Woman's Day. 

The °48 promotion, through Fed- 
eral Advertising Agency, New 
York, will boost, in addition, the 
company’s bulk products, such as 
margarine, cooking oil and salad 
oil, and packaged products includ- 
ing salad dressing, spices and con- 
diments. 

The Glidden Company’s institu- 
tional advertising, 


creased 75% 
year. 


Murray Names Morgan 


Hodge C. Morgan, formerly as- 
sistant to the manager of laundry 
equipment sales division of Frig- 
idaire division of General Motors 
Corporation, has been named 


senior sales engineer of the home | 


appliance division of Murray Cor- 
poration of America, 
Pa. He will be responsible for gas 
and electric range sales. 


Joins Cereal Institute 

Marguerite Downing has been 
appointed home economics direc- 
tor of the Cereal Institute, Chi- 
cago. Since 1942, she has been 
director of the Dairy Council of 
the Twin Cities. 


PRINTING 
— WHITEHALL-— 


2300 


N IMPOSING group of successful 

advertising executives find this 
a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you s0 well that you will come 


| back again. We can lighten your bur- 
_ dens—and at the same time produce 


better and more profitable printing 
for you — at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING «+ PRINTING 
400 N RUSH ST. CHICAGO WHitehaol! 2300 


Scranton, | 


| copywriter. 


used. 


Give Brand Names 
Awards to Food 
Fair, Castelberg 


New YorKk—Food Fair, Inc., and 
Castelberg’s jewelry store, both in 
Baltimore, were awarded the 
Brand Names Foundation “Certifi- 
cates of Merit” at a luncheon meet- 
ing of the Advertising Club of) 
Baltimore recently. 

Food Fair is the first retail food 
outlet to receive a certificate. The 
honor was bestowed as the result 
of a full-page ad which appeared 
in the Jan. 8 issue of the Balti- 
more Sun with the headline, 
“Food Fair—Famous for Famous 
Names.” 

Castelberg’s advertisement was 
also a full page which appeared 
in the Dec. 14 issue of the Sun, 
stressing the theme that “A good 
jewelry store is known by the 
company it keeps.” 

The Food Fair ad, one of a 
series of four that ran in 33 news- 


papers for four weeks, was Cre- 
ated by the sales and advertising 
department of Food Fair. Castel- 
berg’s ad was created and pre- 
pared by Henry P. Cohn, adver- 
tising manager, jewelry division, 
Reliable Stores Corporation, of 
which Castelberg’s is a part. 


Holzapfel Elected Head 


of Feldkamp-Malloy 


Elmer Holzapfel, vice-president, 
has been elected president of 
Feldkamp-Malloy, Chicago, adver- 
tising art company. The an- 
nouncement follows the death of 
George J. Feldkamp, co-founder. 
Frederick H. Malloy has resigned 
from the company. 

Arthur M. Anderson is vice- 
president and Lawrence T. Hub- 
bell, secretary-treasurer. 


Heads Radio Specialties 


S. Keith Painter has been 
elected president and director of 
Radio Specialties, Los Angeles. He 
succeeds Pat Marinack, who will 
remain with the company as ex- 
ecutive consultant. 


handled by 
Meldrum & Fewsmith, is being in- | 
over the preceding | 


As any copy research man knows, 
meager data are, if anything, worse 
than no data at all. 


That’s why copy research men are 
discovering a gold mine of informa- 
tion in the readership studies made 


* x * ~ * ~* * 


x * 
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A gold mine of information 


for copy research men 


The copy research man must have sufficient data in order 
to reach sound conclusions. 


available by Metropolitan Sunday 


| Magazine Group. 


According to all these studies, 
Metro’s 26 Sunday Magazines en 
joy the highest average cover- 


*e+ft¢*te?#-&e8 #8 ef ¢ 8 @ 


to-cover readership of anything 
in print. The reasons are fairly 
obvious—chief among them being 
the liberal use of picture-stories on 
subjects germane to the major mar- 
keting areas served by Metropoli- 
tan Sunday Magazines. 


Yes, of all national media, Metro 
Group alone is edited for all kinds 
of families with all kinds of tastes 
peculiar to all sections of the coun- 
try. Each of these 26 Sunday Mag- 


azines is edited on the spot —by 
editors who live in the territory; 
who know their readers, 
their interests, ard know what 
most readers want most. 


know 


If you, as a buyer or filler of space, 


are interested in reviewing these 


a a a ee 


data, just phone or write the near- 
est Metro office. 


Have you heard the whole Metro 
Sunday Magazine story lately ? 


x~ « *« * 
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ANPA, GMA Plan 
Inventory Clinic 


New Yorx—The monthly gro- 
cery inventory type of sales re- 
search—the darling of the Bureau 
of Advertising, American News- 
paper Publishers Association— 
will be the subject of a joint 
clinic, with the Grocery Manu- 


, tising agencies. 


facturers Association and the 16) 


newspapers sponsoring inventories 
in 14 markets, in Chicago April 
28, at the Edgewater Beach Hotel. 

The bureau said any advertiser 
or agency executive is welcome to 
attend, provided he makes reser- 
vation through GMA or the bu- 
reau. GMA’s economic advisory 
committee, headed by Frederick 
E. Richter, General Foods Corpo- 


ration, and Robert Bingham, re- | 


search director of GMA, 
pected to attend in a body. Also 
expected are market research di- 


is ex-_ 


rectors of more than a dozen of | 


the country’s largest grocery 


manufacturers and their adver- 


. 8 £ 8&8 F&F 2 2 @ 


ese are the 26 


§ unday magazine 
Picture sections of 


| 


t 


etropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 
ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


Unlike other national media, 
Metropolitan Group is a na- 
tional network of twenty-six 
(26) locally owned, locally 
edited, locally powerful Sunday 
magazines ... printed in Gra- 
vure for 15,000,000 families. 


Their Jocal ownership, Jocal 
viewpoint, local editing, local 
power, add up to the greatest 
local patronage and popularity 
accorded anything in print. 


Metropolitan 
Punday Magazine 
Group 


20 East 42nd Street, New York 17, N. Y. 


TRIBUNE TOWER 
CHICAGO 


NEW CENTER BUILDING 
DETROIT 


155 MONTGOMERY ST 
SAN FRANCISCO 


eo a oa a oa ae 


The newspapers now having in- 
ventories 
Boston Herald and Traveler, Cin- 
cinnati Post, Dayton Journal-Her- 
ald, Detroit News, Gary Post- 
Tribune, Los Angeles Examiner, 
Herald & Express and News and 
Times, New York World-Tele- 
gram, St. Louis Globe-Democrat, 
San Francisco Examiner, Toledo 
Blade, Washington Times-Herald, 
Winston-Salem Journal & Twin 
City Sentinel. The Indianapolis 


in operation are the| 


News is expected to reach full op- 
erating status during April. 


‘World’ Hearing Set 

The federal court in Los An- 
geles has set for April 20 hearing 
in the suit by Mona Palmer, pub- 
lisher of Petroleum World and 
World Petroleum, against Gulf 
Publishing Company, Houston, for 
changing the name of its Oil 
Weekly to World Oil last year. 
The plaintiff charges the name 
change deceives advertisers, and 
leads to belief that World Oil and 


World Petroleum are the same 
publication. Gulf has answered 
that most ads in both monthlies 
are placed by the same agencies, 
which are fully aware of the size, 
makeup, editorial content, circu- 
lation and other differences be- 
tween the two. 


To Hoag & Provandie 


Hoag & Provandie, Boston, has 
been appointed to handle the ad- 
vertising and promotion of the Dot 
Line Company, Marion, Mass., 
manufacturer of Golden Dot Line, 


25 
an all-nylon, untreated fishing line 
for surf casting, bait casting and 
spinning. Advertising will appear 
during April in fishing publica- 
tions. Radio also will be used. 


Radio Ideas! 

Variety reports: “Evo- 
lution of a New For 
mula”. I started it last 
December with $1,000, 
000 campaign. Are you 
looking for ideas? 


Box 7018, Advertising Age 
330 W. 42nd St., New York 18, NY 


FOUND MONEY -— a twenty-cent book- 
let offered in the editorial pages of 
Woman’s Day pulled 226,295 reader re- 
quests within sixty days and 314,420 re- 
quests in less than six months, The 628,840 
dimes enclosed came from over one tenth 
of Woman's Day’s 3,000,000 readers. 


“4 


You don’t have to be a student 
of the laws of mathematical 


probability to get a true picture 
of the potential in Woman's Day. 
Here, for the advertising, is a 
disposable income of $11,637,000,000 
destined to be spent this year 
by our more than 3,000,000 housewives 
and mothers, to satisfy the generous 
_ living standards of the 11,400,000 
members of their collective families. 


$4,462,000,000 for Food and Tobacco 
$1,795,000,000 for Clothing, Accessories, Jewelry 
$ 188,000,000 for Toiletries and Beauty Parlors 
$1,459,000,000 for Household Operations 

$ 140,000,000 for Drugs and Appliances 


In Woman's Day you won't be gambling 
in your attempts to reach her eye and ear. 
For Woman's Day, at the lowest page 
rate per thousand of any women’s service 
magazine, enjoys the greatest single copy sale 
of any magazine in existence . . . testimonial 
to a virile editorial technique that, without 
advertising inducement, has pulled more 
than 600,000 reader letters and 700,000 
requests for instructions in a single year. 


Advertisers who count costs 
court women who count pennies 


because buying is a woman’s business 


a Woma n’s D ay is never done 


f AP MAGAZINE 


THE 
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Four A’s Unit Elects 


Theodore A. Newhoff, Theodore 
A. Newhoff Advertising Agency, 
has been elected chairman of the 


Baltimore chapter of the Ameri-| 


can Association of Advertising 
Agencies. Other officers elected 
include: Sidney Levyne, S. A. 


Levyne Company, vice-chairman, 
and Fred J. Hatch, MacManus, 
John & Adams, 
urer. 


Launches Cigar Drive 


General Cigar Company, New 
York, is using 40 newspapers 
throughout the country for a 


spring campaigz: for Robert Burns | 


Panatela De Luxe cigars. 
hue & Co., New York, 
agency. 
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MARCH BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 
without written permission. Unless otherwise noted, all publications are monthlies 


and have standard 7x10-inch type page. Industrial Finishing 
P . SEED. nawiaess< cose 
1948 1947 | 191s oP nse Industry & Power........ 
| Industrial Geoup | Construction Methods 136 y27 | Iron Age (W).......... 
. = §*75 *87 | Constructor Peace on 8 57 56 Machine Design ......... 
CE *28 *34 | Contractors & Engineers Machine & Tool Blue 
| American Aviation | Monthly (9%x14) 60 57 Book (44%4x6%) ........ 
ge 30 47 Cosgrove’s Magazine ..... 3s 42 Machinery .......... 
| American Builder bie ueoed 157 Sf) 4 OO eae 97 91 Manufacturers Record 
American City ........... 120 ee EI ED. cee coccee ces 76 27 Marine Engineering & 
American Machinist Diesel Progress “(8% x11). 53 60 Shipping Review eh ales 
yy £°*oer,eReeee "$2471 *2460 | Distribution Age ......... 64 65 Mass Transportation ; 
American Printer ........ 40 85 Drug & Cosmetic Materials & Methods..... 
Analytical Chemistry 185 35 lil ARE RS SS *129 *142 | Mechanical Engineering... 
Architectural Forum ..... 132 136 | Electric Light & Power... 78 64 | Mechanization ........... 
| Architectural Record .... 7161 128 | Electrical Construction & | Metal Finishing ceereecers 
Automotive Industries eT ae 148 127 | Metal Progress .......... 
(semi-mo) ..... eters $1264 $305 | Electrical South ........ . 14 61 | Milk Dealer ............. 
Aviation Week .......... **111 *186 | Electrical West ........ 85 63 | Milk Plant Monthly....... 
Bakers’ Helper (bi-w).... [178 179 | Electrical World (w). 261 284 | Mill & Factory........... 
EE te hee con vce advo 86 9 "ererh ee ernee: 206 203 | Mining & Metallurgy...... 
Better Roads ......... 37 34 | Engineering & Mining Modern Machine Shop 
Brewers’ Digest ......... 38 36 ES anes nde oe sed 119 105 (BBEBY) noc ccecsccress 
Brick & Clay Record...... *143 *46 | Engineering News- Modern Packaging ...... 
| Bus Transportation ...... 142 147 "=a 1*332 331 | Modern Plastics see eeeeees 
Butane-Propane News 112 88 | Excavating Engineer ..... 41 36 | Modern Railroads ........ 
SCOTS, oops cncscccecs 3) *76 *100 | Factory Management & | National Butter and 
Ceramic Industry . . i977 *68 Maintenance ........... 239 239 Cheese Journal ........ 
Chemical & ot MES Fire Engineering ........ 42 41 | National Petroleum News 
TD Srénnevestece | D139 Oe a 144 138 |. (Ww) wees eens ecser sees es 
| Chemical Engineering 1309 279 | Food Industries ......... 166 171 | National Provisioner (w). 
| Chemical Industries ...... 113 112 | Food Packer ............ *51 *s9 | National Safety News..... 
| Chemical Processing | Food Processing Preview. 52 39 | Oil & Gas Journal (w)... | 
.— RPP 128 101 | Foundry ........-6-.0504- *198 *190 | Operating Engineer ...... 
| Civil Engineering ........ “4 SME SP iidth erdnbs che 0s +¥s 48 50 | Organic Finishing ........ 
CT Sneek as osaknvasss 1141 124|Gas Age (bi-w)........... 186 85 Panes Parade 
Commercial Car Journal.. 197 185 Heating, Piping and Air (996K1S) =. ee oon greece 
| Construction Digest Conditioning ........... 157 187 a Indusiry & Paper 
OS) rar . 1 *162 *132 | Heating & Ventilating.... 88 131 WORE nnvcccccceeceviece 
Paper Mili News (w)..... 
| Paper Trade Journal (w). 


Automotiue News 


12th 
ANNUAL 
EDITION 


industry leaders, 
statistics and facts. 
source of reference 


MAKE YOUR RESERVATIONS NOW 
= rvv 


REFLECTING 
AN 
INDUSTRY'S 


PROGRESS 
_ St... Murray | 


Member 


AUTOMOTIVE NEWS 


ciceumactncnel evr. pene : 
Advertising OMices: “NEW YORK, Edward Kruspak, Adv. Manager, 51 E. 42nd 


ALMANAC 


It's on its way, the yearly Review of the entire automotive industry and its 
accomplishments! For the first time since 1944 Automotive News will publish 
the Almanac, our annual review and statistical edition. 
information of inestimable value not available during the war years—pro- 
duction figures, registration data, service specifications, the family album of 
annual directory of manufacturers. . 


In it will be presented 


.a gold mine of 
Advertisements in the 1948 Almanac will be a constant 
for those who count in this Industry for years to come! 


ERTISING FORMS CLOSE MAY 1, 1948 


Member 


STANDARD 
REFERENCE 
‘ BOOK 
DETROIT 26, MICHIGAN OOK OF THE 
AUTOMOTIVE 


INDUSTRY 


oops oe, 


Hill 6-0104: CHICAGO. J. Goldstein, Western ‘Manager, 360 e. 


sng State 6273: LOS ANGELES. R. E. Deibler. 2506 w. 


lee Cream Keview 
Industrial & Engineering 
Chemistry 


Petroleum Engineer 
Petroleum Processing 
Petroleum RKefiner 
a ae MENS 0 wencccescas 
Power 
Power Generation 
| Practical Builder 
| Printing 


Product Engineering .. 
Production Engineering & 
Management 
Precees Finishing 
2x6% 
pysore »ssive 
Purchasing 

Quick Frozen Foods & 
the Locker Plant....... 
Railway Age (w)......... 

Railway Engineering & 
Maintenance 
Railway Mechanical 
Engineer 
Railway Purchases & 
Stores 


Architecture. . 


ee ee 


Railway Signaling 
Roads & Streets.......... 
Rock Products .......... 
| Sewage Works Engineer 


Power & 


Southern 
Industry 
| Steel (w) 
Supervision 
Telephone Engineer 
| Telephony (w) 
| Textile Industries 
| Textile World 
| Timberman ... 
| Tool & Die Journal 
| (5x7%) 
Tool Em@imeer ......ccscw 
Traffic World (w)........ 
Water & Sewage Works.. 
Water Works Engineer- 
ing 
Welding Engineer 
West Coast Lumberman.. . 
Western Canner and 
Packer 
Western 
| News 
| Wood Construction & 
Building Materialist 
Wood Worker 
Woodworking Digest 
(44%x6%) 
World Oil 
World Petroleum 


Total 


( % mst ruct i on ag 


eee eee eee ee ee) 


Trade Group 
Air Conditioning & Re- 


frigeration News (w) 
co | ee 
American Artisan ....... 
American Druggist ...... 
American Lumberman & 


Building Products Mer- 
chandiser (bi-w) 
Boot & Shoe Recorder 
(semi-mo) 


Building Supply News.... 
Chain Store Age—Admin- 
istration Edition Comb.. 
Druggist Edition 
| General Merchandise — 
| Variety Store Edition... 
| Grocery Edition 
| Domestic Engineering 
Flectrical Dealer ... 
| Electrical Merchandising 
ee rerrerrt. 
| Electrical Wholesaling 
| Farm Equipment 
Retailing 
Farm Implement News 
(bi-w) 
| Fountain Service 
| Fueloil & Oil Heat........ 
Geyer’s Topics 
| Glass Digest 
| Hardware Age (bi-w)..... 
| Hatchery Tribune & sieved 
Retailer ... es 
Hosiery & U nderwear 
Review 
Implement & 
(bi-w) 
| Implement Record 
| Interiors R 
Jewelers’ Cire ul: ir- 
Keystone 
| Knit Goods Weekly 
| Leather & Shoes (w)..... 
| Lingerie Merchandising 
| Liquor Store & Dispenser. 
| Meat Merchandising 
Mill Supplies 
err? 
Motor Age 
Motor Service 
NJ (Ni ation: il 
(34x78) 
National Bottlers’ 
National Furniture 
ON rere 
Photographic Trade News. 


Tractor 


Jeweler) 


Gazette 


*182 
**165 
R2 


17,504 


wake ! 
be aes 
a : 
’ ae —) ; J ’ 
es ges 
1947 1948 19 
94 | Plumbing & Heating 
DE St tacadeuedee se 78 63 
123 | Plumbing & Heating 
, Se er 60 4 
91 | Poultry Supply Dealer... “28 36 
108 | Radio & Television 
*570 Fer er er 7s 113 
*204 | Sheet Metal Worker...... *186 *71 
| Southern Automotive 
O71 | Jourmal ..cccecccccccee 77 124 
304 | Southern Hardware ..... 101 110 
37 | Sporting Goods Dealer.... 263 246 
| Sports Sok neaheaneeee 72 73 
*116 Sager Market Merchan- 
ee: Ge becccaedecseane ss 110 129 
145 | Syndicate Store Merchan 
101| diser (4%2x6%) ........ 104 120 
89 — - — 
er ee ee -- ©8463 6,797 
140 
114 Class Group 
*59 | Advertising Age (w) 
253 ct icin ass tizis 219 
24 American Funeral 
EE. Sv shaeds c6cads' 66 79 
_325 | American Hairdresser ... 61 15 
"212 American Restaurant o4 149 
171 | Ranking (7x10;,) ........ 51 52 
28/ Chain Store Age — Foun- 
tain Restaurant Edition. 36 a4 
66 | Cleaning & Laundry 
DE, cient inde ceecun s BT BS 
99 | Dental Survey ........... 111 ise 
$168 | Hospital Management 83 st 
$128 Hotel Management ...... 118 lis 
+$*611 | Hotel Monthly ........... 1s 53 
tttese Hotel World-Review (w) 
14 I iin ba Liha 6 bi, vs *+t48 $55 
Industrial Marketing 104 91 
$80 | Journal of the American 
Medical Association *305 *372 
eee VUE AR ccc ccnesess 93 
$163 Medical Economics 
175 SE re igs 5 6 s\c 108 111 
$193 | Modern Beauty Shop...... 99 112 
31} Modern Medicine  (semi- 
253 mo) (4%x6%) ......... 71 82 
156 | Modern Theatre ......... a 252 
217 | Nation’s Schools ......... 73 68 
119 | Oral Hygiene (4) x7)h)-. 120 136 
84/ Restaurant Management.. so 115 
es 63 | Scholastic Coach ....... 41 aR 
285 | School Executive—School 
Equipment News 62 59 
85 | School Management 
a (OFX11%) wee ee eens #1 a 
‘S| What's New in Home 
96; Economics .......... oz 99 
251 a 
TOURS . ececiecees 10 2,553 
$166 
306 Export Group 
94 | American Automobile 
(overseas edition) 106 2 
12) | American Exporter 
» | . (two editions) ....... ‘ +71 474 
116 Automovil Americano .... 118 106 
33 | Caminos y Calles....... 2k 29 
g2 | Farmaceutico ............ 58 73 
*109 | Hacienda (two editions) . . 118 132 
CS, Gis dba alae ae :n ; 15 16 
11 | Ingenieria Internacional 
“i | rere St 73 
| Ingenieria Internacional 
gq |. Industria .....-..s.e.. oF 108 
t*508 | McGraw-Hill Digest ...... 16 5 
ll | Oficina Mecanica 
45 | Moderna (quarterly) 74 110 
* | Petroleo Interamericano. 69 64 
$123 | Phe ~y I . ti al on $ 
134 | armacy Interna ional. 25 
201 Revista Aerea Latin 
*119 americana ....... e "a5 "23 
| Revista Rotaria ......... ” 1! 
118 Spanish Oral monned 
| (4feKT¥e) .....- ‘ ao 54 
88 | Taller Mecanico 
55 | Moderno (quarterly) 74 110 
| Textiles Panamericanos. . 61 67 
os , PS eee 1,472 1,546 
*124 
§Includes a special issue. 
*53 “Ineludes classified advertising. 
‘Estimated. 
115 Last issue estimated. 
*+Last two issues estimated. 
22 “Two issues. 
*73 ‘Three issues. (Jron Age figures cover 
% issues only due to strike.) 
*126 tFive issues, 
t*246 ‘As of July, 1947, Oil Weekly became 
75 World Oil. 
-—— ‘Pharmacy International published its 
17.518 | first edition in June, 1947. 
*1947 figures cover both Aviation and 
Aviation News, which were incorporated 
into Aviation Week as of July 7, 1947. 
‘Operating Engineer published its first 
a0 6reguiar issue January, 1948. 
114 ™Does not include advertising in spe 
204 | cial Western section. 
‘As of Jan. 1, 1948, Hide & Leather & 
Shoes became Leather & Shoes. 
“142 *Beginning January, 1948, Practical 
Builder changed its type page size to 
*229 | 7x10 inches. The 1947 figure is con 
18 | verted to the new size. 
WAs of January, 1948, Water Works 
29 Engineering became a monthly. The 1947 


in the 


146 figures are based on two issues. 
Correction: Mechanical Engineering to 

18] | tals for 1946 and 1947 published 

138 Jan. 12, 1948, issue, should have beer 

160 | 1,364 and 1,228 respectively, instead of 


and 523. 
1948 


72 «746 
January, 


+109 po ah 
7s Plugs Wheat Flakes 
191 Quaker Wheat Flakes, 


49 | product of the Quaker Oats 


figures for Railway Aa 
should have read 309 instead of 213. 


a nev 


Com 


a pany of Canada, Peterboroug! 
1g | Ont., is being promoted in comic: 
473 | newspapers, farm and trade pub 
lications across Canada. Spitzer ‘ 
§* Mills, Toronto, is the agency. 
129 pe 
so. TO Chambers & Wiswell 
iw E. Clayton Welch, formerly ac 
ministrator of sun glass advertis 
’85 ing, merchandising and sales pro 
$5*145 motion of American Optical Con 
sx pany, has joined the copy an 
73 plans department of Chambers 
»34 Wiswell, Boston. 
163 i a 
149 
its Adds James McCall 
301 James McCall, formerly wi! 
130 Kenyon & Eckhardt, has joine 
go the Chicago sales staff of t! 
g; Christian Herald. 
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IN ONE SIMPLE 
) OPERATIC yNI 
Bist browne and thick 


ing. Saves both time 
and money—makes 
goed meals taste beter 


1D) foe RICH BROWN GRAVY 


a BRITON vnopuct MADE BY um 
LONDON FNOLA ‘ 


BISTO'S BACK—After a a fens absence 
from the Canadian market, Bisto, which 
browns, thickens and seasons gravy, is 
again being advertised in Canadian 
newspapers. The product, made by 
Cerebos Ltd., London, England, is ad- | 
vertised in Canada through the Toronto 

office of J. J. Gibbons. 


Business Papers’ 
March Volume 
Decreases 2% 


CHICAGO — Business paper ad- 
vertising volume in March was 
2% less than in March last year 
and for the first quarter this year 
was off 0.6%, according to Indus- 
trial Marketing’s latest tabulation 
of business papers’ pages of ad- 
vertising. 

The 234 publications covered 
in IM’s report for March carried 
27,833 pages during the month, 
compared with 28,404 in March a 
year ago. For the first three 
months this year they carried 80,- 
934 pages of ads, against 81,412 in 
the same period last year. 

Industrial publications last 
month carried 17,504 pages, only 
14 pages fewer than these 138 
publications carried in the same 
month of 1946. In the past quar- 
ter-year they have carried 50,272 
pages, 0.2% more than 50,171 car- 
ried in the first quarter of 1947. 


Class Off 9.5% 


Trade publications in March 
carried 6,547 pages, down 3.5% 
from 6,787 a year ago. These 52 


publications carried 19,313 pages 
in the first quarter, down 0.9% 
from 19,478. 

Biggest March drop was re- 
ported by 26 class publications, 
whose 2,310 pages were 9.5% 
down from 2,553 a year ago. In 
three months they have run 6,975 
pages, down 6.3% from 7,445. 

Eighteen export publications 
also were down, by 4.8%. They 
ran 1,472 pages in March and 
1546 a year ago. In the first 
quarter they ran 4,374 pages, up 
13% from 4,318. 


Frances Holmes Award 
to Be Given April 28 


The second annual Frances 
Holmes award dinner will be held 
by the Los Angeles Women’s Ad- 
vertising Club on April 28 at the 
Hollywood Roosevelt Hotel. The 
Frances Holmes achievement 
iward trophy will be presented to 
the southern California woman 
whose work in the field of adver- 
ising is judged most outstanding 
of the year. In addition to the 
pecial award, 12 individual 
iwards will be made to the wom- 
‘n whose work in the various spe- 
clalized branches of advertising 
ias been judged the best in their 
articular classifications. 


Morgan Agency Files 
Bankruptcy Plea 


Morgan Advertising Agency, 
ine., Phoenix, has filed petition in 
ankruptey in the United States 
istrict court. The agency lists 
ebts of $31,189.37 and assets of 
»4,813.89. Unsecured claims in 
1e debt listing total $20,782.78. 

The Morgan corporation in Jan- 
ary assumed the assets and lia- 
ilities of the Morgan Advertising 
gency, a partnership of Mrs. 
‘lorence Morgan Reynes, Joseph 
eynes and Anthony J. Van 
Vagenen. 


| been 


Brown Shoe Buys 


Wood on 53 Stations 


Brown Shoe Company, St. 
Louis, has signed to sponsor the 
Barry Wood show on 53 stations 
in 20 states. Time for the 15- 
minute Ziv transcribed package 
was bought through Leo Burnett 
Company, Chicago. 

This is the second largest mul- 
tiple-station buy from the Fred- 
eric Ziv Company. First on the 
list is William B. Reily Company, 
for Luzianne coffee, which carries 
“Old Corral,” a musical show, on 
a 69-station hookup. 


‘Heads New Memphis Club 


Lester W. Cole, president of 
Cole & Co., Memphis agency, has 
elected president of the 
newly organized Advertising Club 
of Memphis. Other officers are 


Ra iy 
C9 Ge aiyah aie 


Henry B. Isaacson, Lowenstein’s, 
Ist vice-president; Wallace Wit- 
mer, Wallace Witmer Company, 
2nd vice-president, and P. R. Pet- 
tit, advertising director, Memphis 
Publishing Company, secretary- 
treasurer. A charter will be pre- 
sented to the club April 27 by 
Elon Borton, president of the Ad- 
vertising Federation of America. 


Issues Dealer Helps 
Midwest Mfg. Company, Gales- 
burg, Ill., manufacturer of Kit- 
chen-Kraft steel kitchens, has is- 
sued a 16-page brochure for deal- 
ers, which includes an assortment 
of two and four-column mats for 
newspaper use, a series of one 
and two-column ads for classified 
telephone directories, and illustra- 
tions and descriptions of envelope 
stuffers, counter cards, catalogs, 
literature and other sales aids. 


GRANT-JACOBY STUDIOS 


936 North Michigan Avenue + Chicage if 


creative and 


production 


service 


for 


advertisers 


MOHAWK 2055 


Sar igeeeyer half of Baltimore 


4 


oe Tepe ae 


ue every evening if you re not 


in the News-Post. 


% 
: 


@ The News-Post goes into 52.3% of Baltimore's 398,994* City 
and Retail Trading Zone homes every evening. 


@ = Right now, full sales volume in Baltimore is more important than 


ever, for effective buying income is up 43% since 1940** 


and population up 25% *. 


@ To be certain you're selling at full volume — make certain 


you're in the News-Post. It’s your best bet, your biggest buy 


in Baltimore. 


*A.B.C. City and Retail Trading Zone based on Bureau of 
Census 1947 Report for Baltimore Metropolitan Districts. 


**Sales Management Survey of Buying Power, 1947. 


Ist in circulation in the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Names Advisors Agency 
Duo-Dial Quiz Corporation, New 
York, has named Advisors, 


Detroit, to direct its advertising. 


Inc., 


RN ee i i itt aidan 


VERS TOPICS. OFFICE MANAGEM 

EQUIPMENT, THE ee Ane, ART car through a) 
. rade irec om... iwi ; . 

IFTH AVENUE. NEW YORK |) WN. y. “riving rainstorm en route home 


ufacture office 
equipment and 
supplies, here is 


one magazine that 


will get you decis- 


You Ought toKnow... 


Thomas D'Arcy Brophy 


** * > * > **® & * &*% & &* & & SSS HSS SF SSSSSSSSSTSSSTsTsTsTssesswwswss 


The career of the man who was 


Decisions come elected chairman of the board of 


from the top 
man! If you man- 


American Association of Adver- 
tising Agencies at its 30th annual 
meeting at Virginia Beach last 
week came very 
close to its end 
15 years ago 
when he was 39 


ions from top office years old. 

management exec- On the night 
utives. of Aug. 23, 1933, 
~ Thomas D’Arcy 

OFFICE Brophy (call 
MANAGEMENT him D’Arcy, not| 
and EQUIPMENT Tom) was riding 
The Otfice Executive's Own Magazine ek he sae 


back seat of a) 


from a sales meeting of Lehn & 
Fink at Bloomfield, N. J. He was 
then vice-president of Kenyon & 
Eckhardt, a young agency he had 
joined two years before. L&F’s 
Dorothy Gray cosmetics and Hinds 
Honey and Almond cream were 
two of its accounts. 

The driver pulled out to pass 
another car, and as he pulled in 
again the rear end was struck by 
a truck going in the other direc- 
tion. The truck hit the gas tank. 
The car burst into flames. And 
D’Arcy Brophy found himself 
standing in the road, saturated 
with flames, his whole body a 
living torch. 

He was still conscious. 


Se BM SHS 


— 


ATTENTION 


to those advertising in OHIO 


Did you know: That Ohio has more cities between 10.- 
000 and 100,000 population than any other state? 
That over half the population lives outside of Ohio's 
eight metropolitan areas? 
That only eight states have more people than non- 
metropolitan Ohio’s over 4,000,000? 
That non-metropolitan Ohio is dominated by the 49 
daily newspapers of the Ohio Select List? 
That these 49 newspapers have increased their cir- 
culation over 30% in the last eight years .. . 2!/2 times 
Ohio's rate of growth? 


Don’t imagine that you can reach this tremendous 
market through some distant metropolitan daily. These 
people read their home-city newspapers because they 
are interested in their own civic affairs, in what the 
Joneses are doing and in what their local stores are 


selling. Remember, they buy locally. 


SELECT LIST 
NEWSPAPERS 


He re-| 
“membered he had heard as a boy 


never to run if one caught fire. 


The motion merely fanned the 
flames. Through the traffic he got 
to the side of the road, rolled over 
and quenched the blaze. 

His clothes were burned off and 
virtually every inch of his body 
was seared. In a car nearby were 
two elderly women. He walked 
over and asked them to drive him 
to a hospital. They were so sur- 
prised that they did not move. He 
reached in and turned on the 
ignition. Then they found a 


policeman, who tore through traf- | 


fic with him to a Jersey City hos- 
pital. 


In the next two years, in hos-| 
| tecture at M. I. T. 


pitals in Jersey City, New York, 


Baltimore and elsewhere, D’Arcy 
13° major | 


to 
For 18 months 


Brophy submitted 
plastic operations. 
he could not see. . 


and eyelashes. 

In the fall of 1935, a different- 
looking and in some ways a dif- 
ferent man went back to Kenyon 


& Eckhardt. The agency had done) 


all right in the interim. It was 
i'then billing about $4,000,000 a 
| year. 

| Three years later Brophy be- 
|came president, a position he still 
holds. In 1947 K&E billed $22,- 


000,000. This year, with the addi-| 


tion of Ford’s Lincoln-Mercury 
| division, it may rank for the first 
| time among the top ten. 
ume has gained every year since 

1935. Eight accounts, headed by 
Kellogg and Ford, bill between 
$1,000,000 and $7,000,000. K&E 
does not have a new business de- 
partment, but for 17 years, what- 
ever his other’ responsibilities, 
D’Arcy Brophy has been in charge 
of this function. 

But this and other functions, he 
emphasizes, are a “team opera- 
tion.” K&E has not encouraged 
prima donnas. When Brophy was 
laid up, Otis Allen Kenyon and 
Henry Eckhardt brought in Dwight 
Mills, formerly publisher of Busi- 
ness Week, to direct new busi- 
ness and client relations. Mills is 
now executive vice-president. 

Henry Eckhardt died four years 
ago. Kenyon, chairman of the 
board, is active especially in re- 
search in this agency which he 
and Eckhardt took over from Ray 
D. Lillibridge three weeks before 
the stock market crash in October 
1929. 
| K&E has 450 people now, in 
‘eight offices in this country and 
Canada. 

D’Arcy Brophy was a substan- 
tial executive before that stormy 
jnight in 1933. But the accident 
‘and the long months filled with 
|pain and darkness, made him 
|think of “real values.” 

In his decade as president of 


/—including the Four A’s and the 
| Advertising Council; as organizer 
and public information chairman 
| of the USO; public relations chair- 
'man of the National War Fund, 
|and as president of American 


ates the Freedom Train. He is a 
member of the Corporation of 
Massachusetts Institute of Tech- 
nology. He is an honorary com- 
mander of the British Empire. 
Last year he was awarded the 
‘gold Americanism award of the 
Wall Street Post, American Le- 
gion, and six years ago, for the 
first campaign to raise funds for 
USO,—he was given an Advertis- 
ing Award for that campaign’s 
social contributions. 

These are some of his avoca- 
tions; D’Arcy Brophy hasn’t found 
time for hobbies. 

The oldest of three sons of Pat- 
rick Jerome and Margaret 
(D’Arcy) Brophy, he was born in 
Butte, Mont., Oct. 18, 1893. His 
father had come over from Ire- 
land and gone into business at 
Cheyenne, Wyo. This led to a 
contract with the Oregon Short 
Line which the Union Pacific was 


. until the! 
surgeons gave him grafted eyelids | 
| committee in charge of the trans- 


| 
famous 


The vol- | 


K&E he has literally spent years | 
on civic, social and patriotic work | 


Heritage Foundation, which oper- | 


apa 


4davertising Age, Aprt , 1940 
building both to Montana and 
Oregon. Patrick Jerome followed 
the railroad to Butte, where he 
opened a_ general merchandise 
store. 

Civic-minded, the elder Brophy 
found time to serve as chairman 
of Butte’s board of commissioners, 
president of the chamber of com- 
merce, and as Montana fuel ad- 
ministrator in World War I. Be- 
cause mining is in every West- 
erner’s blood, he _ grub - staked 
miners. 

Young D’Arcy went to school 
in Butte, got an A.B. degree from 
Gonzaga College, Spokane, in 
1912, and in 1916 a B.S. in archi- 


Shortly before his graduation, 
the then Boston Tech moved 
across the Charles to Cambridge 
and became M. I. T. Brophy was 
chairman of the undergraduate 


fer, and Ralph Adams Cram, the 
architect, was general 
chairman. A feature of the event 
was a pageant, on which young 
D’Arcy was active. 

There followed a year with 
Cram, and another pageant—this 
time for the Red Cross in World 
War I—with Brophy, then 22, ad- 
ministrative director, under Cram. 
The pageant ran for 30 nights and 
required a lot of attention to a lot 


of details. He was learning how 
to run things. 

Before the young. architect 
could “actually design anything 


that was built,” however, he be- 
came a lieutenant in the Artillery. 
He ended his Army service two 
years later as a major. 

The biggest business around 
Butte is Anaconda Copper. D’Arcy 
Brophy knew John D. Ryan, chair- 
man of the board of that com- 
pany. World War I had greatly 
expanded Anaconda’s sales, but 
with peace the demand slackened. 
Copper was in a slump. 

A leading copper producer, An- 
aconda in 1920 had no marketing 
facilities of its own. Ryan hired 
Brophy to organize sales promo- 
tion and research, specifically to 
develop new uses for copper and 
brass, with office in New York. 
His architectural training came in 
handy as he tackled the building 
industry. The years that followed 
brought the introduction of brass 
plumbing, copper leaders, roofing 
and flashing, and other products. 

Anaconda bought American 
Brass Company, the largest cop- 
per and brass fabricator, and 
D’Arcy became sales promotion 
director of all of Anaconda’s 
manufacturing. Then, in 1923, he 
became vice-president of Ana- 
conda Sales Company. Among 
other activities at that t#me, he 
played a large part in launching 
the Copper and Brass Research 
Association. 

In 1929 he moved to Revere 
Copper & Brass—then acquiring 
companies right and left to be- 
come the second largest copper 
and brass manufacturer—as vice- 
president of the entire company. 

But the crash and then the de- 
pression knocked the props from 
under those prospects. 

One of the accounts of the new 
Kenyon & Eckhardt was Revere 
Copper & Brass. In 1931 Brophy 
joined them as vice-president. 

Otis Kenyon and Henry Eck- 
hardt, Brophy recalls, had made 
the “damnedest marriage.” The 
Lillibridge agency had_ served 
mainly industrial or technical ac- 
counts. Kenyon, a graduate engi- 
neer, fitted into that scheme of 
things, and continued to serve 
such accounts as Worthington 
Pump & Machinery, Standard Gas 
Equipment and Sangamo Electric, 
when he and Eckhardt took over. 

Eckhardt, on the other hand, 
had a flair for style which at- 
tracted the Waldorf-Astoria and 
St. Regis hotels, Bergdorf-Good- 
man, Fifth Avenue specialty store, 
and Gunther furs. 

But the two got along well— 
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even in 1931—and when Brophy | 
joined they had 40 people and_/| 
were billing about $2,000,000. 

What they lacked were some 
widely sold consumer products. 

The only consumer product in 
the account list was Spud cigarets, 
made by the Axton-Fisher To- 
bacco Company, Louisville. 

This account had literally 
walked into the office one day'| 
when Wood Axton, a “Kentucky 
colonel,” appeared on the door- 
step and asked: “Are you people 
in the advertising business?” 

The partners admitted it. 

The Colonel said that a friend 
had given him their name. He 
described a mentholated cigaret 
he had developed. He had named 
it Spud, which was the nickname 
of the man who invented it. 

The partners applied their re- 
spective talents to it. Kenyon de- 
vised a machine to measure the 
“coolness” of smoke, and found 
that Spuds were “16% cooler.” 
And Eckhardt set out to make) 
Spud - smoking fashionable. In 
three years, said Brophy — three 
depression years—their efforts 
lifted the sales of this 20-cent 
cigaret from virtually nothing to 
fifth among all brands, and to first 
among all selling for more than 15 
cents. 

Then Col. Axton died, and 
Standard Commercial Tobacco 
took over Axton-Fisher. K&E did 
not like its terms. They resigned 
Spud—which at that time rep- 
resented one-third of their total 
billing. (They still promote the 
original Spud in Canada.) 

But, with Brophy in charge of 
new business, the Spud experi- 
ence was applied to other things. 
K&E asked permission to try their 
hand on other higher-priced spe- 
cialties, such as Kellogg’s Kaffee 
Hag. This was their foot in the 
door which led later to the entire 
Kellogg account. Starting with 
new products, such as instant cof- 
fee, K&E has steadily expanded 
its Borden volume. 

D’Arcy Brophy denies that K&E 
raids other agencies. ‘“‘We’ve never 
gone after an account,” he pointed 
out, “when we’ve had reason to 
believe the client was reasonably 
satisfied with its present agency.” 

He admitted that the K&E team 
and group operation is patterned 
partly after Young & Rubicam, 
six years older than K&E. 

Among the agency’s clients to- 
day are such rugged individualists 
as Henry Reichhold, plastics-and- 
music magnate, and Railroader 
Robert R. Young. K&E did not 
handle any of Ford Motor under 
Henry I, but got into that busi- 
ness, first with a radio show, after 
Henry II took over. 

In January, 1941, Brophy re- 
ceived an invitation from Walter 
Hoving, then president of Lord & 
Taylor store, to attend a meeting 
for a proposed United Service Or- 
ganization, which would merge 
the services to service men of a 
half dozen existing organizations. 
He told that meeting that he 
thought the USO, which was seek- 
ing $13,000,000, was “saleable.” 
Whereupon he found himself ap- 
ointed advertising committee 
thairman, and was told to go 
ihead and sell it. 

Two weeks later, behind a 
citchen-table desk on an empty 
loor of the Empire State building, 
e met Thomas E. Dewey, USO 
ampaign chairman. Dewey said 
e was going to tour the country 
xr nine months to get USO going. 
fe asked Brophy’s thoughts as 
) how “advertising as done com- 
iercially could be applied” to this 
ind-raising, organizing job; ap- 
roved them, and gave Brophy 
arte blanche to put them to work. 
A year before the War Adver- 
ising Council was formally 
iunched, D’Arcy Brophy was tell- 
ig advertising leaders that here 
‘as a chance to prove that adver- 
sing could be a social force. 
Research men found out what 


people wanted to know about the 
USO and how they could be told 
and sold. A creative group ap- 
plied these findings in copy and 
layouts, and a media group got 
hundreds of publications to con- 
tribute space to it. 

The campaign raised $15,000,- 
000. 

In February, 1942, Tom Dewey 
—principal speaker at the Adver- 
tising Awards dinner—presented 


‘the social contributions medal to’ 


D’Arcy Brophy. The two had not 


seen each other for the entire 
year. 
On June 30, 1945, a few weeks 


D’Arcy Brophy Jr. was among 
those killed when the Japs tor- 
pedoed the Cruiser Indianapolis. 
He was an only son and Mr. and 
Mrs. Brophy were proud of him. 
He had been secretary of the 
sophomore class at Princeton; had 
received the Navy sword at Co- 
lumbia Midshipmen’s School. Im- 
mediately after entering the serv- 


which carried the first 
D’Arcy Brophy has “come back” 
from misfortune before. He is 
carrying on now, harder than 


ever, after this. 


June Hanson Named V.P. 


June E. Hanson has been ap- 
pointed vice-president in charge 
of radio of Davis-Harrison-Sim- 
monds, Los Angeles agency. She 
is a former director of talent and 


|ice he was assigned to the Indian- | 
| apolis, 
|}atomic bomb. . . 


before V-J Day, Ensign Thomas | 
7 . ag va nett Company, Chicago. 


audition of CBS in Chicago, pro- 
duction and talent manager of Les 
Mitchell Productions, Hollywood, 
and on the radio staff of Leo Bur- 


REDIKUT LETTERS 


Die Cut Cardboard Letters 


For Signs. Showcards, Displays & Ex- 
hibits. Also Price Markers. rite for 
Prices, Folder and samples. 


THE REDIKUT LETTER CO. 


2902 W. 76th St., Los Angeles 43, Calif. 


To sell 


anything 


buy... 


Reach the 


because our readers—having the RM. Mind—read 


ads deliberately. 


*® That means ANYTHING from shirts to 
shave cream... moccasins to motor boats 


... bus trips to bowling balls .. 


photo film, wire recorders, topcoats, lug- 
gage, sunglasses, hair tonic, lawn sprin- 


klers, binoculars- 


More than ONE MILLION circulation 
.«. More than 4! MILLION male readers 


. Cigars, 


a list without end. 


thousand circulation in POPULAR MECHANICS 
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Joins ‘Sports Afield’ 


ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We supply complete copy for U. S. and 
Foreign Doasiviee — Astronomical and 
Reivalantads Data, Weather Forecasts, 


Roy Sper has been appointed 
promotion manager of Sports 
Afield, with headquarters in the 
New York office. He was formerly 
with Haynes Corporation, Green- 


Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


wich, Conn., Vought-Sikorsky di- 
vision of United Aircraft, Strat- 
ford, Conn., and Kimball Indus- 
tries, New York, as advertising 
and promotion manager. 


| BEAR ILLUSTRATES ‘CARE’ FOR TWO ADVERTISERS—Chrysler Corp. has scheduled the new four-color spread shown 


with a protective mother polar bear. 


here in a long list of national magazines, using a food-providing mother bear to illustrate the heading, “We aim to. take 
care of our own,” which backs the Chrysler dealer service organization. White Motor Co., Cleveland, used a similar idea in 
its page ad in the Saturday Evening Post and other magazines in the fall of 1943, illustrating the “care of our own” theme 


Gets Boat Account 


Truscott Boat Company, St. 
Joseph, Mich., has named Frank 
C. Nahser, Inc., Chicago, to handle 
the ativertising and promotion on 
the nine models in its newly ex- 
panded line which ranges from 
runabouts to cruisers. 


Kampmann Joins White 
Robert S. Kampmann, formerly 
with McLain Organization, Inc., 
| Philadelphia, has joined Chas. A. 
| White Jr. & Co., Philadelphia, ad- 
| vertising agency, as account ex- 
|ecutive and service director. 


FRANK TALKS (No.7) WITH PRINTING 
BUYERS...abouf running a printing 
plant in times like these 


by 


Because our Art Department is such a busy place, I am compelled 
to come to the conclusion that our visualizers and our artists render a, 


much desired service to our customers. 


The art staff is an independent thinking group, as creative people 
ought to be. Fortunately, they do not feel inhibited by their knowledge 
of press sheet size and plate making. They do not feel that the full and 
efficient use of press capacity cramps their creativeness nor do they feel 
that art preparation which cuts down costly plate-making time calls for 


a sacrifice in self-expression. 


Such fore-knowledge and an artistic flexibility to use it is a con- 
stant source of economy to our customers for it is a fact that the place 
to start to establish an attractive printing estimate is in the planning. 

These art facilities are available to all who require it for the plan- 


ning of booklets, folders, inserts and display material. 


I. S. BERLIN PRINTING & LITHOGRAPHING CO. 
THE MARSHALL-WHITE PRESS 
Telephone Webster 3200 
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Chicago 7, Ill. 
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Music Conference 
‘Study Shows 96% 
Now Own Radios | 


| CHicaco—A survey on public | 
|interest in music, conducted for) 
‘the American Music Conference | 
|by A. S. Bennett Associates, New | 
/York, shows 95.8% of families 
|owning a radio, 2% higher than | 
'reported in a CBS survey a year | 
| ago (AA, April 7, ’47). 

The survey, based on interviews 
with 15,566 members of 4,537 fam- 
ilies in urban and rural areas, 
also shows more people owning 
more radios. Where the CBS 
study showed 60.2% of all families 
owning one radio, AMC’s survey 
shows only 54% with one radio. 
The new study says 27.3% of 
families own two sets, 9% own 
three and 5% own four or more, 
whereas the earlier study showed 
25% with two, 6.1% with three) 
and 2.5% with four or more. 

The survey is the conference’s 
first step underlying its planning 
to boost use of musical instru-_ 
ments. Organized last year, it is) 
supported by the National Asso- 
ciation of Music Merchants and | 
four associations of instrument | 
makers and wholesalers. 


Few Pianists ‘Schooled’ 


The survey shows that 85% of 
families interviewed believe 
schools should offer free musical | 
instrument instruction; only one- | 


/some instrument. 


fifth of those interviewed had re- 
ceived instrument lessons in school 
(only 3.5% of those who play the 
piano learned it in school). Only 
3% of families showed a complete 
lack of interest in music. 

As to musical status, 30% of 
the families interviewed have one 
or more members who play a 
musical instrument and 40% own 
Of these own- 
ers, 74% have a piano, 14.6% a 
violin, 14% a guitar, 4.6% a trum- 
pet, 4% an accordion, and other 
types by smaller percentages. 

The survey contains 67 tables 
covering attitudes of present and 
former players toward their in- 
struments, non-players and family 
heads about music study, whether 
instruments were bought new or 
second-hand, and several on music 


| preference which show how tastes 


vary by income, race, profession 
and other factors. 


Willingham to Kingan 

James N. Willingham, formerly 
assistant to the advertising man- 
ager of the P. R. Mallory Com- 
pany, has joined the advertising 
and public relations division of 
Kingan & Co., Indianapolis meat 
packer. ; 


St. Clair Names Walsh 


Lorne St. Clair & Co., Windsor, 


| Ont., sales agent for Frisk chem- 


ical detergent and other products, 
has appointed Walsh Advertising 
Company, Windsor, to direct its 
advertising. 
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No Business Howls © 


on Cut of Census 
‘funds: Sen. Ball 


WASHINGTON—Census Chief J. C. | 
_pt warned last week that House | 
tion cutting 1949 census budget | 
timates by nearly 50% will lead 
“a rapid and extreme impair- 
nent and elimination of vital 
statistical information.” 
In an appeal to the Senate ap- 
propriations committee, Mr. Capt 
contended that “the critical deci- 
‘Isions by government and business 
which lie ahead will call for ade-| 
quate data on the nation’s material 
Band human resources as well as 
on its production, trade and re- 
lated activities.” 
Subcommittee chairman Joseph 
Ball (R., Minn.) indicated a be- 
Flief that industry ought to collect 
its own data on trade and manu- 
facturing. “Despite the 40% cut 
last year, I haven’t heard any 
howls of distress from business 
and industry,” he declared. 
Howard Grieves, assistant 
census director, contended that 
last year’s cuts resulted in “about 
as skeleton an operation” as pos- 
sible without abandoning a bal- 
danced program of monthly reports. 


$600,000 ‘Modest’ 


He insisted that the $600,000 re- 
quested for monthly reports on) 
business statistics was a modest | 
Bexpenditure, “considering that it | 

provides a full picture of the flow 
of goods and money through the 
economic system.” 

In his formal” statement, Mr. | 
Capt appealed for complete restor- | 
ation of the budget requests for | 
the business and manufacturing | 
studies, as well as for the foreign | 

| 
| 


) 


trade reports and the reports on | 
governmental income and ex- 
penditures. 

His statement included an en-_ 
dorsement from the Federal Re-| 
serve System stressing the “spe- | 
cial importance” of uninterrupted 
monthly reports as a basis for | 
Federal Reserve analyses in gov- | 
ernmental, business and educa- | 
tional fields. 

Under the House action, funds | 
for current business statistics are | 
cut to $389,000 for 1949, compared | 
with $740,000 available this year | 


and $1,200,000 a year ago. | 
Foster Backs Plea 


This 69% cut would require | 
elimination of all information on) 
wholesale and service trades; re- | 
duce drastically data on retail | 
trades, and impair the quality of | 
the data that is collected, Mr. oe 
said. 

He also protested a 66% cut in| 
funds for manufacturing reports 
to $626,000, compared with $985,- 
000 available this year and $1,-| 
852,000 available a year ago. 

Under Secretary of Commerce | 
William C. Foster supported Mr. 
Capt in protesting the House ac- | 
tion in transferring responsibility | 
for foreign trade figures from the | 
Census Bureau to the Bureau of | 
Foreign and Domestic Commerce. | 

Mr. Foster pointed out that the | 
Bureau of Foreign and Domestic | 
Commerce has no __ tabulating 
equipment, and that more than 
1,000,000 tabulations monthly are | 
involved in the assignment. 


Appoints Gerald Keller _ 


(erald H. Keller, formerly sales | 
Promotion manager of Sports 
Af ld, has been appointed adver- 


tis. ig and sales promotion direc- |. 


‘or of United States Associates, | 
Ney York candy jobber. 
loins ‘Junior Bazaar’ | 
Lay Peterson, formerly with | 
horm, has joined the eastern | 
Sali s staff of Junior Bazaar, New 


Relay to Minneapolis 


Pn gay ne of micro-wave relay | 


ations from Chicago, bringing 


fren video network programs | 


to the Twin Cities by next sum- 


|mer, has been predicted by Stan- | 


ley Hubbard, president of KSTP- 
TV, Minneapolis-St. Paul. He) 


_has declared that booster stations | 
'may be completed in time for | 


televising the national political | 
conventions from Philadelphia. 


General Motors Names 
Godfrey and Kunkle 


E. R. Godfrey, vice-president of 
General Motors Corporation and 
general manager of the Frigidaire 
division, has been appointed group 
executive in charge of the Dayton 
and household appliance divisions 
_of the corporation. He will make 


his headquarters in Detroit. Mr.) 


Godfrey will be succeeded as gen- 
eral manager of the Frigidaire di- 
| vision by Mason M. Roberts, for- 
mer factory manager of the Frigi- 
daire division. 

| B. D. Kunkle, vice-president of 
| General Motors, who is now group 
|executive in charge of the over- 
seas, Canadian, Dayton and house- | 
hold appliance group, will con- 
|tinue as group executive of the 
overseas and Canadian operations 
and in addition will have other | 
specia! assignments. 


Store Displays on Tour | 

Pittsburgh Plate Glass Com-| 
pany’s department of architec- | 
tural design has completed small | 
models of 12 “open face” store- 
fronts which it has started on a 
250,000-mile, three-year tour for 


showings to architects, retailers, 
bankers and civic groups. 


THE NO 


Cyr 2,300,000 retail 
sales and service contacts 


with car owners since - yesterday / 


1RTIMG-CLOUS PUBLISHING CO. 
o% FLOOR CANT MEWS BLOG. CHICAGO. 


SUPER SERVICE STATION Qegapenc 


1 BOOK IN THE GASOLINE SERVICE STATION FIELD 


With competition tougher all the time, and 
with more and more big agencies using 
Spot Movie ads in selected markets, 
shouldn't you get all the facts about this 
medium now? 


Spot Movie ads in theatres sell by sight, sound, color and demonstration 


As Chiquita Banana films sell for United Fruit, other Spot Movie ads sell for other big advertisers in 
markets of many patterns, Wouldn’t you like to see these outstanding films for their bearing on the job 
the movie medium might do for you? A call to Movie Advertising Bureau's nearest office will set up 
a convenient screening. 

And when you plan Spot Movie ads for your own product, only the Bureau can give you all the 
facts on all the theatres. The Bureau's exclusive Continuing Study of Theatres will help you cull 
exactly the best buys from a list of 11,250. You need choose only as many theatres as fit your markets 


of whatever size. Then you can book a full-fledged National Campaign; or if you prefer, run a test 


campaign at surprisingly low cost. The Bureau will handle all or part of scheduling, planning, script 


writing, production and distribution at your request. 


Write for the 16-PAGE STORY of Movie Advertising Bureau's exclusive CONTINUING STUDY 
OF THEATRES for Movie Advertising. 
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a a1SING BUREAU 


+ Phone MUrray Hill 6-3717 
york 17,"- ve we Phone ANDover 3022 


UNITED FILM SERVICE, INC.: KANSAS CITY + CHICAGO - CLEVELAND 
MOTION PICTURE ADY. SERVICE CO., INC.: NEW ORLEANS » NEW YORK » BIRMINGHAM » ATLANTA » MEMPHIS 


Representatives throughout the 4S States 


dpet Movie ads (40, 60 and 80-second films in theatres) 
are used through such representative agencies as these: 
Badger and Browning & Hersey, Inc. * Batten, Barton, Durstine & Osborn, Inc. * McCann-Erickson, Inc. 


Campbell-Ewald Company, Inc. * Hixson-O’Donnell Advertising, Inc. * Earle Ludgin & Company 
Tracy-Locke Company, Inc. * J. Walter Thompson Company 
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UNQUESTIONED LEADER 


*A sportsman With an appreciation of the 


finer things of life—and the leisure and 


means to enjoy them. 


For instance, a recent survey shows that 


Spend-o-crats are 533% better prospects for 


boats and boating equipment. 
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Jack Gould Sees 
Agencies Profit 
in Tele Programs 


Vircinta =Beacu, Va.—Jack 
Gould, radio editor of the New 
York Times, told the Four A’s 
meeting here last week that “pro- 
gramming for television will prove 
to you who have to do it far more 
rewarding and fascinating than | 
programming for radio.” | 

In radio, where an audience’) 
“can know a performer only by 
his voice,” Mr. Gould explained, 
it takes “perhaps a season or two | 
before the audience gets to know | 
the performer well enough to) 
make him a star.” On the other) 


hand, “your client ... wants ac-| 
tion in 13 or 26 weeks.” 
But in television, “when the! 


audience can see a player with its | 
own eyes, it can and will make a 
star overnight,” he said. Radio 
and television, he added, are as) 
different as “meeting a beautiful 


) WELL) KIT 


HOME (HALL 


| question: 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark .. . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


JENKINTOWN, PA. Box ELP- 


STANDARD PRESSED STEEL COE 


girl over the telephone or meeting | formance.” 

And in institutional advertising, 
instead of “condescending orations 
. with television you can show 


her in a bathing suit on Virginia 
beach.” 


Question Answered 


Mr. Gould warned against too|/to mass audiences, 


much repetition in video commer- 
cials: “The law of diminishing 
returns will set in, I believe, far 
earlier than it does in radio.” 
However, video commercials can 
answer “the American’s perennial 
Show me. They can 
show the consumer proof of per- 


} 


Foods in one film recently has.” | 


Names Lee-Stockman 


Craig-Mark Corporation, 


New | 


The American Management As- 


| 


AMA to Meet in Chicago | Pease Joins Lees 


Edwin C. Pease, formerly wit, 


sociation’s production conference, | Talon, Inc., New York, and Com - 
, originally scheduled for May 13) prehensive Fabrics, Inc., has bee ) 
industry at work for the first time | and 14 in Detroit, will be held the| appointed assistant general sales 


Chicago. 


Promotes Colors 
Eversharp, Inc., New York, will 


York, maker of the Town and use June issues of Harper’s Ba- 


Country washer, 


has appointed | zaar, Mademoiselle and Vogue to 


Lee-Stockman, New York, to) promote the “petal-pink” shades 


handle its advertising. 


of its Kimberly Pockette line. 


| James 


as General! same dates at the Palmer House,| manager of the carpet division < f 


Lees & Sons Compan:, 


Bridgeport, Pa. 


| ee 
Roden Appoints George 
Robert C. George has been ay- 
pointed sales manager of Roden 
Bros., Toronto, manufacturer of 
silverware and glassware. 
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Joins Campbell-Mithun | Pegg to Bendix-Eclipse 


Hearst, Newmyer 
Get Navy Awards 


WASHINGTON — Navy Secretary 


John L. Sullivan has presented | 


the Navy Distinguished Public 


Service award to William Ran- 


dolph Hearst Sr., and Arthur G. 
Newmyer Sr., for services in as- 


|sisting public relations and re- 


cruiting during the recent war. 
The award to Mr. Hearst, ac- 


cepted by William Randolph | 


Hearst Jr., recognized that through 
'his publications and radio sta- 
‘tions he “has consistently sup- 


ported strong armed forces and | 


has used his publications to keep 
American citizens advised of the 
importance of adequate defense 
establishment.” 

This service was described as 


“a major contribution to the suc- | 


cess of Navy recruiting and to 


the popular understanding of the) 


Navy.” 
Mr. Newmyer, who was an ex- 


r wit) Ernst F. Neubauer, formerly Fred Pegg has been named to 
Com - production manager of Hamilton| head sales of Bendix Drive serv- 
; bee) Advertising Agency, Chicago, has| ice parts, products of Bendix- 
Sales been appointed production man-/ Eclipse of Canada Ltd., Toronto, 
jon cf ager of Campbell-Mithun, Chi-| succeeding Thomas Austin, who 
apan:, cago. has joined the Auto Electric Serv- 
——_———- ice Company, Toronto. 
Appoints Threlfall : : 
ge R. R. Threlfall, formerly with) Journal’ Ups Planta 
on ap- New World and Liberty, has been E. S. Planta, business manager, 
Roden appointed manager of the Toronto} has been named general manager 
"er of office of Stewart-Lovick & Mac-|and_ secretary-treasurer of the 
Pherson. Journal, Ottawa, Ont. 
' 
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10 Years or More in B W 


American Writing Paper Corp. 
Byron Weston Company 
George La Monte & Son 
Neenah Paper Company 
Nekoosa-Edwards Paper Co. 
Parsons Paper Company 
Strathmore Paper Company 
U. S. Envelope Company 
W. C. Hamilton & Sons 


LEADERSHIP! 


During the first 9 
Week carried 48 


months of 1947, Business 
Pages of advertising in the 
*twice as much 


ecutive of the New Orleans Item, 
and later with Hearst publications, 
is now president of Arthur New- 
myer & Associates, Washington 
public relations firm. 

His award was for assistance to 
the Navy “in advising and assist- 
| ing on public relations matters, in 
addressing Navy groups on the 
|purpose of providing information 
‘to the public, and in giving un- 
stintingly of his time to assist the 


| Navy better to perform its mis- 
| Sion in national defense.” 


To Badger & Browning 


| American Industries, Inc., Bos- 


| 


| 
| used 


| 
| 
| 
| 
| 
| 
| 
J 


| 


ton, has named Badger & Brown- 
ing, Boston, to direct the adver- 
tising of Crosby’s foot powder. 
Newspapers and car cards will be 
in the Boston, Providence, 
and other markets. 


K&E Divisions Move 


The research, accounting, billing, 
checking and publicity depart- 
ments at Kenyon & Eckhardt have 
moved, from 247 Park Ave. to 219 
E. 44th St., New York. 


there's a 


reason 
for 


In fact. there are 


more reasons for 
MADEMOISELLE’S LIVING 
than a statistician 

can count. This is the 
magazine that is 

edited exclusively to 
help young homemakers 
build, furnish, decorate 
and equip their homes. 
To reach this audience. 


advertise in 


MADEMOISELLES 


The magazine for 

smart young homemakers 

A Street & Smith Publication 
122 East 42 Street, New York 
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Louis Sobol 
New York Cavalcade 


George R. Brown 
Washington Correspondent 


Merryle S. Rukeyser 


nd Economics 


o Theatre Critic 
£2 Rose Pelswick Lewittton 
Sg Movie Critic Sports 
£ Janet Cooke Lester 
eo Cooking Editor Sports 
Karen March “Rabbit Far ville 
Beauty Editor Sports 
Barbara Bruce Dave Eise! 
Fashion Editor Sports 
Dr.H.N.Bundesen Ed Curley 
Health Authority Sports 
Mary Haworth Michael Gaver 


Domestic Problems Sports 
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D A BUY-WO 


New York Families! 


AMES make news... popular names that New Yorkers follow 
with interest, read with relish, quote with authority. Such are the 


names of these writers, and the many more columnists and features 
that appear in the pages of the Journal-American every day 


Names make sales. Such are the names that help make the Journal 
American the most sought after family newspaper in New York... 


that beam your brand advertising to the widest possible evening 


newspaper audience. The Journal-American delivers your sales stories 
to 700,000 families every day (more than 1,200,000 on Sunday.) 


Journal-American by-lines will make your brand name a buy-word 


with more New York families than can be reached through the next 
two evening papers combined 
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White Elects Know 


John B. Know, formerly vice-, 
president of City Stores Corpora- 


tion, has been elected president 
of R. H. White Corporation, de- 
partment store in Boston. He suc- 
ceeds E. Perkins Maguire, who 
resigned to join Allied Stores Cor- 
poration. 


Lan-O-Tone to Shaw 


Lan-O-Tone Products, New 
York, shampoo and hair cream, 
has appointed Shaw Associates, 
New York, to handle its adver- 
tising. 


There’s NO “summer layoff” 


in Busy SAN DIEGO 


= 


OUT of town vacationers by the thousands 
bring $40,000,000 of new money to SanDiego 
...-much of it in summer months. “Dog Days’”’ 
back east are busy tourist days incoo/San Diego. 
This summer... sell where the selling is good 
...in big San Diego... with potent advertising 


in the papers San 


Reach San Diegans o 


Diegans read by choice. 


nd San Diego Tourists 


with just one “buy” - the Union and Tribune-Sun 


90.8% of all families read the Union, Tribune- 
Sun or Sunday Union (by recent independent 
survey)... Why take less? 


Plenty of newsprint now - Send your schedule 


Il the News with 


UNION and T 


Partiality to Non 


RIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle + Portland + San Francisco + Los Angeles 


DuMont Tests Photovision 
for Use in Video Pickups ssi, essen ms 


Company Will Triple 
Set Output in 1948; 
Advertising Slashed 


By MAURINE BROOKS 


New York — Traffic patrolmen 
receiving instructions from a tele- 
vision control center . . . industrial 
supervisors covering an_ entire 
plant by television . . . bank rob- 
bers, unable to circumvent the 


ever watchful eye of the video 


camera. 
These are some of the visions of 


Dr. Allen B. DuMont, engineer, | 
| inventor, and manufacturer, who) 


| transmitters. 


| veloped could be used as a sub- 


stitute for television in small 
cities,” Dr. DuMont said. “No FCC 
license would be required; there 
could be a limitless number o 
It would be much 
cheaper to build transmitters and 
receivers. 


Simple Receiver 


“The cost of receivers could be 
halved. Only a photo cell, a cath- 
ode ray tube and its deflection 
circuits and power supply would 
be needed; all the radio parts in 
the current sets would be un- 
necessary. 

“Also there is a possibility that 


has devoted most of his adult life|Photovision, if a high powered 


to television. 

Today the 47-year-old scientist 
is experimenting with a new tele- 
vision technique — photovision. 
This he defines as “the transmis- 
sion of television pictures by 


light source is available, may be 
utilized as a third method for in- 
tercity relay of television pro- 


grams.” 


Dr. DuMont started his tele- 
vision business 17 years ago in a 


TWO 'FATHERS'—Dr. Lee DeForest, called the “father of radio” because of 
his invention of the three-electrode tube (right), caught in a familiar pose 


with Dr. Allen B. DuMont, whose work 


on the cathode ray tube makes him a 


strong contender for the title of “father of television.” 


|}means of light waves rather than 


radio waves.” 

By the end of this year or the 
beginning of next he expects to 
have the system sufficiently per- 
fected to use in remote pickups of 
special events for transmission to 
DuMont’s New York station, 
WABD. 

“Lightcasting when further de- 


of 1948. 
'mented this fall with the addition 


No. The only tune we play is better 
100% 
service content screens out the casual 


living in better homes. Our 


amusement-seekers, and screens in over 
3,000,000 husbands and wives whose 
big interest is home—and whose com- 
fortable incomes go into things for 
home and family. Better look into 
Better Homes & Gardens! 


Beller Homes 


: and Gardens 


AMERICA’S FIRST SERVICE MAGAZINE 


New Jersey basement with a cap- 
ital investment of $500. 
year gross sales of the five di- 
visions of Allen B. DuMont Lab- 
oratories, of which he is president, 
are expected to reach $30,000,000. 

The receiver division, now mak- 
ing 3,000 sets monthly, will more 
than triple its output by the end 
Its capacity will be aug- 


of a fourth New Jersey plant. 


DuMont spent $500,000 in news- 
| papers 


and magazines through 
Buchanan & Co. to promote its 
sets last year. Originally the com- 
/pany had planned a stepped up 
Magazine drive this year. 

“We are great believers in ad- 
'_vertising,” Dr. DuMont said. “But 


This | 


these last few months we have 
been cutting down. At the rate 
we are spending now our budge! 
for this year will fall below las’ 


“There is no point in gettin 
customers and dealers, whos 
orders we are unable to fill, sor 
by over-advertising in the face o! 
limited supply. Our newspape” 
campaign will continue and we 
will carry some magazine copy to 
keep our name before the public 
—though not as much as the ad- 
vertising department included in 


_preliminary recommendations.” 


In addition, DuMont uses spot 
announcements regularly on _ its 
two owned and operated stations 
and on other video outlets to plug 
‘the company’s receivers. 

Currently on the market are 
|/nine DuMont receiver models, in- 
_cluding two for bars and taverns. 
These sets, all of which have al! 
FM and television channels, are 
priced from $445 to $2,495. Some 
/260 selected retailers—those car- 
rying quality lines in radios and 
phonographs and passing Du- 
Mont’s standards for television 
servicing—stock the line in major 
‘television markets. The company 
|sells direct to retailers except in 
the New Jersey and Ohio terri- 
tories, where merchandising is 
handled through distributors. 

Dr. DuMont, who insists televi- 
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Only $95 to $102 a month to 
place a factual advertisement 
for an industrial product in 


Industrial Equipment News 
. . . industry’s most complete 


product news service... 
The spot where more than | 
52,000 selected specifiers and | 
buyers for the larger plants 

in all industries regularly 
look for their current re- 
quirements. 


— 
| DETAILS? ASK FOR “THE IEN PLAN’ 
| AND FOR IEN’S NEW N.1.A.A. REPORT 


INDUSTRIAL EQUIPMENT NEWS 


| Thomas Publishing Company — 
|| 461 Eighth Avenue, New York I, N. Y. | 
| sa 

rth wy 


| 
FOUNDED 1933 
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ry 
we 


at the lowest 


Mil-line Rate 


of ANY monthly farm 
publication in the NATICN 


ern 
lect 
na 
he 


NY ae oe ee ep Ee Serene Cie ee Cael age Oe em 5 gs Sgn ee Ftistag Lada ey pe ee ee ere aks 
ae ee \ a ns x uy a eat ry ne Be er ee gabe Reis Cee ane ie oe -f ar aa al a ee e a ie a P Py fie Wess 2 hate te aaa de pee si einai ug a) tn ae er 2 be Sa con bites Nie ay igi a Bie eee ici sels 
te. ae eee SRP Ge Rr oar ae eC ae eee ae eR Oe ae igiegs aki eer ahi hs” deaminase ea! * ae Gee teal ee [ieee +. Sa ee cs 
EY ao te Bg. oe ee Ee ) le ai ee I ye oe a i i Se Se a2. 
ae a id ek ree” lime) 2 Mk ee Se aes oe eels yak sb eae i a ae hi. eee eae al Re PREG RMP CeO i lan is Nic, yd a SR Di oS | aetann ee Sar eee TeWeEE  , ge eum Deiat ee 
oe = a, fe. eee ee eee eee es eg eee re ee 5, a AC eam gece ee Re gee edt eh gee ego Okoker eine ee ee ‘ , be ‘* 
Pie pes oe ee ere ioe seat ian ak ee 4 ie : ty ee - ‘ p P . a * : 
ae ? o ota ake = { = ; 
oe si 
patieg po ar 
te a 
aa ee 10 
Wr tu 
: WHAT STUDIO SPECIALIZES easy! 
" IN CONTINUITY STRIPS JOHNSTONE 
ie OS eB / EE “ 
ISS & 44 ST. ee ot 
gs NEW YORK (7 }] 
a NEW YORK th 
a J] ~~ > a] all 
te - ta 
Rc pation si 
| Hai amc——mmencm: | ses du 
“ up 
4 a « 
‘A ee eff 
a ha 
. Bs \, qu 
aan sal 
ies ee co 
; - cal 
es 
y ye POLE - 
aoe 
a - . ny. nn ] 
¥ ’ nf ee se Phe ' ree pes ge ES ees a | 
ae 203 Fe * = aoe Cs ch 
ss ” 4 . att wm > , fi oe? - . 2 e, hie : . Pan = ed % x ; the 
o NW ee Neal 405" 39 
ee —- a as \ — : ae ne 
es _ ira ta * hee 5 #n .; ‘ 
ene —— a tna pri 
a ; ¥ ai ee ici li me mi bi a ee bes ; * é oi 6 si a . Mc 
fs | | 7 & : 2. 4 cu 
ay ; | . ; h b ’ « 
| ; - . _— * pay 
“ ng 5 ss = —. « # 
- a : : + - ar, +. ‘ . ff . Ad ri vel 
a | ao ae _—) 2 je a ee : 
en at es ie eo sie cpa i ANS Cz : pri 
ee eae so ’ ea ae ot da , ae 7“ 
. — “ie te. oe _ ) as I 
i i (ae ; ae a Satene | Sazee—| Seceres? 
i ; eR i | ae a ett o a3 ese = SP me | anne } duc 
) : ars: a oe ee, Fam 1 iN ae 2000" 194 
_— ee 3 afd a _ - FOR arto” res 
} fe al sada : cf ; ‘ ies és eke incr 4 FRONT yf ,oove® der 
+o he Nee SS ae . ia : ‘ e gine i 
et Oras Be ' ae am cS 408 FE \ wit 
F oe ee i ° >.> : 1 oe ter 
elt . gen! Sa an. | “a ty gt ¢ 
cam ee lh ee —— — ers 
ie are ee + Zo \ oe) 
Y J eee 8 Gi cy SO, om 4 z ; RMA for’ 
age oye ei. oa v— | sae ,, ome 
rene | fameTne SER oe ole 
ae | semernemenena aarti SAORI II A 
Ges T 
ey | ee | eo 
ies —Ctsi‘CSCsSCststs(Cs;isSC:tststéiéa(‘_WaMoo >? __ F tro 
— a aleeieeaitinnes a Tee bar 
ee oy F ree roo 
og ge ee : a coe ee Ee ag | 
ia Co eee ia roo 
ie tsic “Seer eae ; Bs Se is wol 
ts : : A 
i Up} 
set 
4 twe 
? see 
: Gar 
et on 
os a Tw 
: tan 
EO 
‘ ee | a 
At, 
=f ih e ayer g ° | plus 
ee ~ 
= oy Ce > scre 
ies i< “ = : 
ti mor 
Bi) Ee 6 
ay } ° $ % \ mer 
ere & upV 
iain f ‘ y, \\ con! 
cs =: a 
bisa FI ™~ = pert 
aie he ry CS ARETE. the 
nent a 
Nase Boe set 
| | oe . | si | | i 
ciel) i Pees a) Pea om ot Se ee A Fee A of Sai SN Ne a ee oe a tube 
are e fee ops BES Oe eles Sea 0 Pee. are sae ela brie 
Pee ie Hote Br, oer ‘ese 
ae ieee ‘ ie. Bets io ind 
ae OE se ircroh amen rs oad hosed er , nan 
eo ¢ - Be ee, ae : 
—- WAT ’ N a? ane eee a on tee =A pricatic’ a — 
ae w oO D ee eee pv stat 
— ANcinG BER oo aa = fe cal 
ae -* ere | ra : . 
= ne we yw $ 
ee | a % Fi $ Di 
id ae: . . ° 
. % t o™ iuri 
i { 4 | ~ oi ne ( 
Sas ee his 
ioe l o* 9 Al 
+ @ es AI PAID CIRCULATION for March, 1948, 1,051,0 
ee ‘ele Fs a Ry ‘nti 
.  EIRCULATIQN —GyER 3,000,000 v ew 
- “air southernrarmefilg 
e | | Ay s 
se | ee Published at MONTGOMERY, ALA. 
“a E ‘i . e - 
oo 
POM teeta: ona as get ly ake Ve eel eek SSA CSS PER clara ER ck MAG POEs wy tte ee ge a LT epee RO pian ree An Dg ea RY SRNR Lae ra ed SS a ER aE g Rees 2 wee meee 


rision 
najor 
pany 
pt in 
terri- 
ig is 


2levi- 


| 


sion will catch on faster if stand- 
ards are kept high, believes the 
absolute minimum size screen for 
a home television set should be 
10 by 7% inches (or a 12 inch 
tube). 

“I’m not even too happy with 
that size, although, of course, 
other manufacturers are making 
them smaller,” he said. “Eventu- 
ally I hope all our sets will con- 
tain at least a 15-inch tube, which 
gives a 123%4 by 9% picture.” 

DuMont’s president will not re-| 
duce the price of his sets to keep 
up with competition. He main- 
tains that companies which have 
effected slight price decreases 
have done so at the expense of) 
quality. Increased production and | 
sales and lowered rates from glass | 
companies making the blanks for) 
cathode ray tubes may bring) 
prices down within a couple of 
years, he stated. 


Price Not Factor 


Production of this receiver part, | 
manufactured largely by Corning | 


Stations WABD, New York, and 
WTTG, Washington, nearly $1,- 
000,000 from making ends meet in 
1947, are expected to begin pay- 
ing their own way this year, thanks 
to the increasing number of ad- 
vertisers who are spending their 
money in the medium. 


Has FCC Troubles 
Some DuMont programs are 


|sion station owner is five. 
mount, meanwhile, has asked the|tomed to depending on DuMont./can tune in WABD five days a 


fed to WFIL-TV, Philadelphia and | 


WMAR-TV, Baltimore. Construc- 
tion on the network’s Pittsburgh 
station will begin in a few weeks. 
Applications for stations in Cleve- 


| WABD’s 


land and Cincinnati are pending. 
The FCC has refused to authorize | 


these as well as three additional 
licenses for Paramount Pictures, 
which already has two stations, 
because of Paramount’s holdings 


|'Hooper report for television 


The 


in DuMont. 
FCC limit for any single televi- | said. 


{around 27%) 
Para- 


commission to reconsider, main- 
taining that its stock in DuMont 
does not constitute a controlling 
interest. 

Dr. DuMont frankly admits that 
his station’s programs, like those of 
other telecasters, leave much room 
for improvement. He is, nonthe-| 
less, understandably proud of} 
showing on the first 
in 
New York. This gave his station 
a preponderance of viewers on 
every telecasting night with the 
exception of Friday, when NBC’s 


| 


|WNBT took the lead with the Gil-| 


lette sponsored fights from Madi- | 
son Square Garden. 


“We don’t kid ourselves,” he We are on the air longer than 
“This is partly due to the | other stations and in a regular 


fact that the audience is accus-|time period. People know they 


PHONE 


Whitehill 5355 


Ylandard 
Studios INC. 


CHICAGO 


Blo W- UP 5 99 


#540 N. MICHIGAN AVE. 


*185 N. WABASH AVE. #410 N. MICHIGAN AVE. will E. DELAWARE ST. 


Glass Works, which has no ma-|. 


chine facilities for blanks larger 
than 10 inches, is the big bottle-| 
neck in the television industry. 
“We are not worried about the | 
price tags on our sets,” Dr. Du-| 
Mont continued. “Usually the 
customer can make a small down 
payment and finish the rest on 
very easy terms. And within a) 
year the average family, which | 
will be staying home more often 
to watch telecasts, will save the 
price of a set through this cut in| 
entertainment expenditures.” 
However, the television manu- 
facturer does foresee a sizable re- 
duction in bar model prices by 
1949. Before long, he says, 
restaurateurs and cafe owners will 
demand and get television units 
with several screens from a mas-| 
ter set to enable all their custom- 
ers to watch the show in com- 
fort. 


Has Double Program Set 


The company soon will intro- 
duce a bar set with a remote con- 
trol unit. With this gadget the 
bartender can tune in his favorite 
program on a screen across the 
room without moving from his 
working position behind the bar. 

A novel item in Dr. DuMont’s 
Upper Montclair laboratory is a 
set designed to keep peace be- 
tween the husband who wants to 
see the fights at Madison Square 
Garden and his wife who insists 
on tuning in a fashion telecast. 
Two programs can be seen simul- 
taneously on this console which 
has all the essentials of two sets 


plus ear phones for the extra 
screen. 
The inventor has _ registered 


more patents than he can re- 
member (the number probably is 
upwards of 50), but his foremost 
contribution to science was the 
perfection of the cathode ray tube, 
the heart of the modern television 
set and the “final link in radar.” 
He began experimenting with the 
tube in 1931 when, because of its 
brief life span of 25 hours, it was 
little more than a scientific toy in 
1 few scattered laboratories 
‘throughout the world. It was his 
‘esearch that simplified the tube 
ind made practical its large scale 
nanufacture for television. For 
ive years his company was the 
nly major firm in the United 
states making the tubes on a mass 
cale. 


$1,000,000 Loss on Telecasts 


DuMont and RCA, both of 
vhich turned out radar equipment 
iuring the war, produce 85% of 
he cathode ray tubes marketed in 
his country. 

Although he is first of all a sci- 
‘ntist, Dr. DuMont, who enjoys 
ew things more than a good tele- 
‘ision program, is equally con- 
erned with the use to which this 
lectronic miracle is put. He takes 
n active part in the direction of 
he DuMont television network. 


What does it take 
to make a good — 


business paper ad? 


Here’s how the winners were picked 
in ABP’s sixth annual contest 


LAST MONTH in Cleveland, a committee of 22 judges 
met to select the best business paper advertising in 
ABP’s sixth annual contest. 

Two different points of view were represented 
that of the professional advertising man, and that of 
the business paper reader who, according to ABP’s 
book, is the real “expert’’ when it comes to judging 
effective advertising. But all the judges agreed on 


one thing 


The best ads were the ones which quickly an- 
swered the question: ‘‘What will it do for me?’ 
Every entry was judged, primarily, from that 


point of view. 


There were other considerations, of course. Such as 
a valid and adequate objective. Copy and illustrations 
which fully supported the objective. Plus reasonable 


evidence of results. 


But invariably, the campaigns which produced the 


4 
ae 
io 
> 
v 
| 


ABP’s BUSINESS IS 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


best results were the ones which best answered the 
question: 


‘*‘What can the advertiser do for the reader?’’ 


Because that’s the way most business paper readers 
look at it. They don’t read ads for entertainment. 
You don’t have to bait them with cute or irrelevant 
devices. They won't read beyond your headline if you 
lead off with vague generalities— but they'll wade 
through columns of eight-point type if you can show 
them how to do their job better, improve their pro- 
duction or sales set-up, or save time, trouble, money, 
or muscles. 


It isn’t always easy to approach your readers from 
their point of view rather than your own—but it’s 
the surest way of producing results. And results, after 
all, are the best possible award for good business 
paper advertising! 


P.$. Announcement of winners and presentation of 
awards will be made at a luncheon, April 30th, in the 
ballroom of the Carter Hotel in Cleveland. 


TO BOOST YOUR BUSINESS 
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week, 6 to 11, and see a show. 

“But we don’t intend to let this 
following get away. We want 
more and better shows. Kaiser- 
Frazer’s ‘Amateur Hour,’ which 


Hooper rated tops with 46.7, is the | 


type of show we are aiming for. 
Nor are we particularly alarmed 
at the thought of competition from 
established radio shows, now that 
musicians can work on television. 

“We've been in this business a 


only telecasters whose sole con- 
cern is television. And we can 
pay for the Bob Hopes and Fred 
Allens too, you know.” 

As for advertising’s future in 


video, like most fervid telecasters | 


he believes the medium will 
be nothing short of terrific at sell- 
ing anything from Duz to Cadil- 
lacs. 

“Not only will we be able to 


LORS measure © 


fr om clien 


viTAco 


long time; we are specialists, the | 


outsell radio on products it has, 
handled successfully, but televi- 
sion will be ideal for numerous 
advertisers that sound broadcast- 
ing has never really touched. The 
best example is the third largest 
industry in the country—clothing 
manufacturing. No woman can 
resist a new dress or hat once she | 
sees how well it looks on a beau- | 
| tiful televised model.” | 

| 


| 


‘REAM SEES MILLION 
‘SETS IN USE BY ‘49 


Cuicaco—As of Feb. 1, there 
were 257,000 television sets in use | 
'in this country, and there will | 
probably be 1,000,000 in use by 
the end of the year, Joseph H. 
Ream, executive vice-president of 
Columbia Broadcasting System, 
told the Chicago Federated Ad- 
vertising Club April 1. 

Within five years, he said, tele- 
| vision set ownership will prob-! 
ably reach a 50% _ saturation 
point in the larger markets of the 
|country having television service. 
| No one visualizes television own- 
ership saturation on the basis of 
radio ownership, not only because 
‘of costs but because it will be 
diffrcult for remote rural areas 
and smaller cities to supply tele- 
vision service. 

There are 19 television stations 
now in regular operation, three 
are testing, 74 have been granted 
FCC permits and are in various 
stages of construction, and an ad- 
ditional 170 applications are on 
file, for a total of 263, Mr. Ream 
said. His best estimate is that 50 
to 60 will be on the air by the end 
of this year, and 100 to 120 by 
the end of 1949. 


Smaller Networks 


Television networks will be | 
smaller than radio networks, he 
said, with somewhere between 50) 
and 100 affiliate stations as a maxi- 


advertising medium.” 
How...? 


Write, we'll be happy to tell 


No obligation, of course. 


Editor’s Report #1 


Briccrisiiins to 77.6% of the High School Editors * 
questioned at the Columbia Scholastic Press meeting 
March 12-13, nationel advertisers —“Could make 


more effective use of High School publications as an 


Teen-age customers want from Big Business. 


hi-teeners 


advertising-editorial 


published by UNIVERSITY RESEARCH 
15 West 38th Street « N.Y. 18 N.Y. 


you what the nation’s 


*450 Teen-age editors 
answered our Ad Quiz 


Tes tie Bil a 


THEIR NEWEST—Dr. Allen B. DuMont (seated) here looks at the Savoy, 
most recent DuMont model, with two DuMont Network aides—John McNeil, 
manager of commercial operations (left), and Lawrence Phillips, director of 


the network. 


mum. However, he pointed out that network of large cities, the cable 
a network of 50 stations in the| cost will be not less than $6,000,- 
largest markets would reach 65,-|000 a year at present rates, he 


000,000 people, and a 100-station | said. 
network could reach 92,000,000. 
Networks won’t come into being 


“Television is expensive,” 


over night, but by the end of 1948 
“we expect to have television pro- 
gram connections—either by co-| 
axial cables or radio relay—not 
only along the East Coast from 
Boston to Richmond but west to 
Chicago, Milwaukee and St. Louis. 
“Lines will have been laid and 
probably in operation in 1949,” 
Mr. Ream said, “connecting the 
East Coast with the West Coast 
through the southern tier of states 
taking in such cities as Charlotte, 
Atlanta, Birmingham, Shreveport, 
Dallas, Fort Worth and Los An- 
geles. Later another transconti- 
nental link will include such cities 
as Des Moines, Omaha, Kansas 
City, Denver, Salt Lake City and 
San Francisco, with a large addi- 
tional number of metropolitan 
markets linked to the service.” 


DON’T 


FORGET 
MOST AMAZING 


COMMUNITY 
Davenport, lowa 


| Costs Are High 


Television costs are still a 
|major problem, Mr. Ream said, 
|pointing out as an example that 
CBS now spends $1,500,000 a year 
| for the lines connecting its net- 
work, whereas cables for a similar 
|television network would cost 
| $12,000,000 per year. Even on a 
|more realistic basis of a smaller 


Write: 


Davenport Newspapers for 
Complete Information. 
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said, “but from the advertisers’ 
point of view it may well be the 
cheapest of all media. Some people 
have said that television is the 
greatest advertising medium ever 
created. . . I prefer to think of 
it as the greatest sales tool. This 
is because television is able to do 
something which none of the 
other great advertising media can 
do—it can actually demonstrate | 
the product to the customer.” 

Even with present limited audi- | 
ences, television can demonstrate | 
a product to a family group for | 
three and one-half cents, Mr. | 


|plans to televise fights Monday 


Whale Slogans Work for ae: 
Hensler, Tide Water rSSS 


Joseph Hensler Brewing Com- 
pany, Newark, N. J., launched a 
new drive built around a new 
slogan, “A Whale of a _ Beer,” 
April 3 in 17 New Jersey dailies 
and more than 100 outdoor mes- 
sages, plus automobiles, airplanes 
and motorboats towing toy whales i 
around the state. The brewery I 


nights on Station WATV from S 
Laurel Gardens, Newark. 

New promotion for Tide Water 
Associated Oil Company, New 
York, based on “A Whale of a 


Ream said, a rate far lower than | Buy,” broke last week on the Tide 


| Across the State, | 


‘Down beyond th 
Wabash : FA 


WSBT is bringing thousands of new 
listeners into its loyal audience. These 
newcomers are welcomed by friendly 
romotion in their own communities. 
WSBT was a good buy at 1000 watts. 
Now, at 5000 watts, it’s unbeatable. 


any other form of demonstration.| Water blimp. Hensler’s agency is SS a 
In spite of its potency, Mr. ‘Charles Dallas Reach Company, v4 Er AS 

Ream doesn’t see television sup- |New York, and Lennen & Mitchell, La <q <i oe 

planting any other advertising | New York, handles Tide Water. At 4 yn ew ye '} \ 

media, any more than broadcast- ue ts iin Mees NS cow Re ev ee 9° Uy} 

ing has done. Instead, he visu- Om Q SS Cc J @ oi 

alizes it as an additional means| Omar, Inc., New York, costume na Sh Oo PP ce oh a 5000 MW 

of helping to maintain a high-| jewelry manufacturer, has ap- ‘we oc® ow s* LY oS oe Pa ese 
Y, level economy to the point where/| pointed Friend - Sloane Advertis- ~~ - yne pe a 
il, “we will, 10 years hence, look/| ing, Inc., New York, to handle its 960 KC + CBS Ry NN ct rAQ 
of back upon our present $200 on. | Br —— was pre- s S we TH PAUL H. RAYMER COMPANY 

: , viously handle y Lawrence 
ad lion a year economy with as little | ,01,. Hicks, Inc., New York. ~ NATIONAL REPRESENTATIVE 
bl regret as we now look back upon 
‘a the $75 billion economy of 10 y 
i years ago.” : aie . 

ee | yo ™ ™, 
ne | Weeklies to Tell, © 
ME ™. 


Home Coverage 
at NEA Meeting 


SyracusE—A second Readership 
Study of Weekly Newspapers, by 
Advertising Research Foundation, 
and another market study by 
Archibald M. Crossley, research 
specialist, were announced here 
last week by Howard W. Palmer, 
acting national director of the 
Weekly Newspaper Bureau, af- 
filiate of the National Editorial 
Association. 

The March 18 issue of the Trib- 
une of Elkin, N. C., published by 
Harvey F. Laffoon, was studied by 
the ARF as the first step in a 
Continuing Study of Weekly 
Newspapers. 

Findings in this study and in 
the market research program will 
be presented at the NEA conven- 
tion at Pinehurst, N. C., May 6-9. 

Mr. Crossley’s report will show 
the home coverage of weekly 
newspapers and the importance 
of their markets to advertisers. 


Tharin and Park Open 
Washington PR Office 

Whitney Tharin, formerly chief 
of the Washington bureau of the 
° Agricultural News Service, has 
joined Roy H. Park in establishing 
a new Washington public relations 
company, Park & Tharin, with 
headquarters in the Atlantic 
building, 930 F St., N. W., special-_ 
izing in agricultural accounts. Mr. 
Tharin will be manager. 

Mr. Park is president of Agri- 
cultural Advertising & Research, 
Inc., Ithaca. In addition to Wash- 
ington and Ithaca, the Park or- 
ganization maintains offices in Al- 
bany, New York City, and Ra- 
leigh, N. C. 


Chirurg Gets D’Arrigo; 
Drops Greer Account 


D’Arrigo Bros. Company, San 
‘ose, Cal., and Boston, grower and 
iarketer of Andy Boy products, 
as appointed James Thomas Chir- 
rg Company, Boston and New 
York, to handle its advertising. 
Plans are being made for news- 
aper, radio and car card cam- 
aigns starting this spring. 

The Chirurg agency has resigned 
1e account of J. W. Greer Com- 
any, Cambridge, manufacturer of 
onfectioners’ and bakers’ and 
pecial machinery, effective June 
a. 


ABC Appoints Brandt 


Otto Brandt has been appointed 
ianager of the eastern division of 
1e station relations department 
f American Broadcasting Com- 
iny, New York. He _ succeeds 
rnest L. Jahncke, now on a spe- 
al television-station liason as- 
gnment. 
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FIELD & STREAM 


IS AMERICA’S 
NUMBER ONE 


Use this yardstick to compare 
Field & Stream with any other 
sportsman’s magazine! 


“SPORTSMAN’S 


* CIRCULATION 
* ADVERTISING LEADERSHIP 
* EDITORIAL CONTENT MAGAZINE 
* DEALER INFLUENCE 

* INCOME OF SUBSCRIBERS 

* READER DESIRE STUDICS 

¢ READER SERVICE 

* READER RESPONSE 

* PUBLISHING LEADERSHIP 

+ EDITORIAL STAFF 

* PRESTIGE 

* SALES RESULTS 


The most important measurement of 


sportsman’s magazine! 


The oY 
ProgreS™ 


any magazine is—"‘sales results."” Sales 
results is the reason more advertisers used 
more space in Field & Stream in 1947, and 
for the past 37 years, than in any other 
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> /EVERY SUNDAY IN PICTORIAL REVIE 


where a Court of World-Famous Artists and Writers 


b cross the nation every Sunday, millions of American 


SQ families turn to Pictorial Review for sheer reading enjoyment. And 
they find that enjoyment for Pictorial Review packs terrific talent 


from cover to cover. 


© 
a 2 \4 Writers like Parsons, Pegler, Gallico, Evans —artists like Shermund, 


~~. Stein, Soglow, Richter generate Pictorial Review’s top readership. 


oT | This star-studded talent creates the type of mood and background 
Ba\7nd 


for your advertising that builds sales for your product. 


That’s why, in Pictorial Review your sales message commands a 
spotlight crack at six and a half million families— families who read 


... families who buy! That’s why Pictorial Review can turn on super- 


sales power for you. 


4 
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% $ 
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a ; 4 


4h pun Mig gl Pictor ial Heview 


(aa 
Home COVERING 10 MAJOR MARKETS THROUGH THE SUNDAY ISSUES OF 
New York Journal-American Detroit Times Boston Advertiser San Francisco Examiner 
Baltimore American Chicago Herald-American Los Angeles Examiner Seattle Post-Intelligencer 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel (*Milwaukee Sentinel represented for Pictorial Review only) 


A Hearst Publication—Represented Nationally by Hearst Advertising Service 
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° she ; “Ts; d | |industry but determine whether | . 
Sicns oF Lon ure’) | Chaikin Joins ‘Tribune’ | Cerf Urges Better the joo ot tne inaivicuat oud- WRC Claims Its 
FOR QUANTITY BUYERS | 7 , +A . . = gs lisher, designer, foreman or 
|research for Grey Advertising > ill ° 
THE ARTKRAFT* SIGN CO.| | Agency, New York, has joined the Skill in Printing | printer is a source of pleasure and 
Division of 


: | stimulati ere echanical ; Indi f 
sana coat | | Groen, gerarupent of me Ne and Book-Making rigs" "ans Ratings Indicate 


| will be in charge of market re-| New Yorxk—Both management; Edgar Kaufmann Jr., director 
Us re oe | | search planning. _and labor must pay more atten-|of the department of industrial . 
tion to standards of craftsmanship | design of the Museum of Modern | xact U ence 
|in book production and printing | Art, also spoke at the opening of) 


in general if prewar standards are| the exhibit, which will be open) wasnHingToN—WRC, NBC’; 
to be recovered and our traditions | to the public through April 30 at | Washington outlet, claimed last 


ee |of graphic expression are not to; the New York Public Library. week that it has perfected a ne 
Seleeeneutyveures = 'apse into sterility. econ type of radio audience surve) 
5 es teat act This view was expressed by| Promotes Lancaster ‘which gives the number of in- 
’ , st Bennett A. Cerf, publisher of Ran- Edward S. Lancaster Jr., who| dividual listeners to a program in- 
et a ae ma dom House, Inc., before members| },,,; been with Wilson, Haight &| Stead of the conventional “num- 
able lists. “~ of the American Institute of | Welch, Hartford, Conn., since 1947,| ber of families” reported in exist- ‘ 
\, Graphic Arts and American Book has been appointed production! ing measurement systems. 


Publishers at the opening here manager of the agency. Under the WRC system, a small, 
: the institute’s 26th annual exhibi- | —_—_—_—_—_—_— scientifically selected group of 

a tion, “Fifty Books of the Year.” Menis Promotes Raikes _listeners are asked to keep diaries 
SELLING | “Pride in workmanship and the! 4 » G. Raikes, who joined|f their radio habits. Once col- 
MPANY mm |quality of the end product,” he| Bemis Bro. Bag Company, St.| lected, these diaries show how 
LY treet, said, “are not only essential to | Louis, in 1938, has been appointed | many people listened to a particu- 


ivei_i“e.eatere 


GUILD co 


4 


( ) , ,the progress of the graphic arts | assistant director of sales. lar program, the type of persons, 
and whether they liked it. 

; By projecting the reports of the 
cooperating sample, WRC deter- 
|mined, for example, that 280,000 
| persons of the 950,000 persons over 

17 in the Washington area usually 
listen to the Jack Benny show. 


‘Random Sample’ Technique 


It claimed 250,375 tune to 
“Amos ’n’ Andy”; 244,675 to Fib- 
ber McGee, and so on down the § T!IME 
line, with a minimum of 156,750 § Feu ¢ 
for “Great Gildersleeve,” last of § *'t!® 
the top 15 NBC programs on the seen 
station. 

Developed by James Seiler, 
WRC research director, the meas- 
urement system rests on the “ran- Ke 
dom sample” technique used foi 
Census Bureau and Federal Re- AR 
serve Board studies. 

Working as the “American Re- Au 
search Bureau” to eliminate bias 


IN SEATTLE 


~~ —_ 


Presto 


in the reporting, WRC representa- § N°‘ 
tives asked 810 individuals to log B®esea 
their listening habits for one ed a- 
week. They used a special diary oe 
zin 


‘developed for the purpose. 

According to Hugh M. Belville §°°™™ 
Jr., NBC Director of ResearchM¢ 4 
who came here to release the re-@°'U4Y 
sults, this new system of studying §*"°®S- 


individual listening habits repre-B tis 
sents “the most advanced method the be 
yet devised for measuring the ac- Xe’ 
tual number of individuals listen-J‘°® ™ 
ing and the age, sex, occupatior found: 
and education of the audience for *€SS* 
any 15 minute period.” prepal 
“ate ; iF | es 4 , | hi JV i vertise 
ce os % “a Pala a a A HN ll —~ ny Answers the Questions He ; 
‘ This study answers two basiczine r 
questions which every advertiser fto the 


asks about radio programs, WRC ftion of 
says. They are: How many people ffoundz 


are actually listening to a specific Bded, t 
| program? and what kind of people ftion of 
‘are they? with t 


By projecting the diary reports, Biective 
'the station submits breakdowns 
| by age, race, sex, education, oc- 


The TIMES alone delivered a 


'cupation, telephone ownership and The 
10 d T | area for each listening period. Zo Mr 
- £46 “Aj ” e} ermin 
- ay se -out e e e during the second _ In addition, each “diary” keeper® 
is asked to rate programs exce'-§*' 


lent, good, fair or poor, providing 
comparisons among programs 
‘which have equal audiences bu! 
different popularity and indicati 2 
|intensity of listening and audience® 
loyalty. 


B&B Promotes Miss King 


Julie King, in charge of fc 
publicity for Benton & Bow'es, 
New York, for the past seve! 
years, has been appointed direc 
of consumer publicity for women 


Kamins Leaves BSF&D 


Len A. Kamins has resigned 
account executive of Broo 
Smith, French & Dorrance, | °- 
troit. Prior to military serv -¢ 
during the last war, Mr. Kam.'s 
served with Young & Rubici 
New York, for 10 years. 


annual Sports and Vacation Shew in Seattle, March 12-21. 
More than 100,000 enjoyed the show; crowds swarmed 
Seattle’s huge Civic Auditorium; thousands were turned 


away! This Show was sponsored by, and was advertised 
exclusively in The SEATTLE TIMES. The TIMES carried 
the story of the show into 3 out of 4 homes in Seattle’s 
Retail Trading Zone, with its 750,000 population. Harness 
this power for your products. It’s been proved again and 
again: You can’t sell Seattle without The TIMES. You will 
sell Seattle with The TIMES alone! 


‘ 


- 


Circulation exceeds - 200,000 Daily - 230,000 Sunday 


7te SEATTLE TIN 


Ce 
-e 


Names Cowen 

David J. Cowen, formerly . ~ 
count executive of tag & 
’ . Shea, New York, has joine 1€ 
Represented by 0 MARA & ORMSBEE, INC., New York Detroit Chicago - LosAngeles - San Francisco New York office of Cappell, M - 
Donald & Co., Dayton, as sa©° 
promotion account executive. 
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TIMELY—National Pressure Cooker Co., 
Eau Claire, Wis., will use four-color in- 


sertions in The Saturday Evening Post, | 


women's service magazines and selected 
Sunday supplements to promote the 


Presto cooker as a Mother's Day gift. 


Kenyon to Head 
ARF Magazine 
Audience Study 


New York — The Advertising | 
Research Foundation has appoint- | 


ed a seven-man committee to ex- 
plore the possibilities of a maga- 
zine research program. 
committee has already completed 
the drafting of objectives for a 
study of general magazine audi- 
ences. 

Otis A. Kenyon, chairman of 
the board of Kenyon & Eckhardt, 
New York, and chairman of both 


the magazine committee and the} 


foundation’s board of directors, 
stressed that the objectives were 
prepared by a committee of ad- 
vertiser and agency executives. 

He said the request for a maga- 
zine research study was brought 
to the foundation by the Associa- 
tion of National Advertisers. The 
foundation recommended, he ad- 
ded, that the American Associa- 
tion of Advertising Agencies work 
with the ANA and agree on ob- 
jectives for a study. 


Tells 5 Objectives 

The objectives, as summarized 
Dy Mr. Kenyon are: (1) To de- 
termine the total audience of a 
typical issue of each individual 
Magazine included in the survey. 
(2) To determine the total audi- 
‘nce accumulated by successive 
issues of the same magazine. (3) 


0 determine the total audiences | 


“nd duplicated audiences reached 
Sy concurrent issues of combina- 
uons of two or more magazines. 
(4) To provide these data with 
edequate breakdowns for general 
se in the advertising industry. 
(5) To supplement the data with 
‘dditional information, such as 
Whership of autos, electrical ap- 
Pliances, ete., as can be obtained 
Without sacrifice to the main ob- 
lectives, 

Objectives and specifications for 
el’ work will be submitted to 
technical com- 
ittee for review and approval, 
lr. Kenyon said. He added that 
fe statement of objectives called 
ror the checking of findings 
Kke'nst all known facts, including 
‘at. of the Audit Bureau of Circu- 
ations, 

Serving with Mr. Kenyon on 
1€ magazine committee are: Ben 
' Donaldson, Ford Motor Com- 


|pany; Bernard C. Duffy, Batten, 


Barton, Durstine & Osborn; Guy 
Richards, Compton Advertising; 
David E. Robinson, LaRoche & 
Ellis; Howard R. Smith, General 
Electric Company, and H. M. War- 
ren, National Carbon Company. 


Epstein Opens NY Branch 


Alvin Epstein Advertising 
Agency, Washington, D. C., has 
opened a New York branch at 48 
W. 48th St., headed by Jean Ep- 
stein, formerly of Billboard. 


| Matthews to Asbestonos 


James Matthews, formerly an 
account executive of R. C. Smith 
& Son, Toronto, has joined As- 
bestonos Corporation, St. Lambert, 


| Montreal, as sales and advertising 


manager. 


AFA Adds Six 


The following organizations 
have joined the Advertising Fed- 
eration of America, New York: 
Mirror, Altoona, Pa.; Flack Ad- 
vertising Agency, Syracuse; Wil- 
liam Cohen Advertising Agency, 
Pittsburgh; Hathaway Advertising 
Agency, Evansville, Ind.; Daily 
Times, Beaver, Pa., and Crook 
Advertising Agency, Dallas. 


Heads Louisville Poster 


Charles D. Cronan Jr. has been 
elected president of Louisville 
Poster Advertising Company, 
Louisville, Ky., following the 
death of his brother, James C. 
Cronan. A son of the founder, he 
has beer associated with the com- 
pany since its formation. No 
other changes in the organization 
are contemplated. 


4. 


| * 


city association officials. 


000 annually — three times as much 
Write for our latest rate card today. 


OW/17 


THE BOWLER'S MAGAZINE 


Over 37,000 circulation, including 25,000 league and 2515 
The only magazine with 100%, 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $29! ,000,- 


as pro baseball. 


Official Publication of ‘ 

AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET ° 

MILWAUKEE 12, WISCONSIN 


The. 
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te ii MORE Power! . 


on 970 ke 


in WEBR’s new radio zone. 


A new wavelength — 970 ke — and 


radio map overnight. 


WEBR is trumpeting the news into 
home in the area —with full-page ne 
ing. daily spot radio schedules, st 


trading areas in upstate New York. 


WEBR, Inc. 


WEED & COMPANY, 


National Representatives 


now 5,000 watts 


ALL of Buffalo's billion-dollar market today lies with- 


transmitter plant have changed Western New York’s 


“dashes.” Our aim is to add hundreds of thousands 
of listeners to WEBR’s long established audiences. 
Before you buy radio advertising in Buffalo NOW— 
check what your dollars will buy on the new WEBR 
—the station with the strongest signal over the richest 


The Buffalo Courier-Express Station 


a new 5,000-watt 


virtually EVERY 
wspaper advertis- 
reet car and bus 


MUTUAL 


Broadcasting System 
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Screen Publishers 
Given Only 20% 
of Movie Ads 


New York—Nearly 80 cents of 
each dollar spent in magazines to 
advertise movies goes to the non- 
movie magazines. This fact is 
reported by the Association of 
Screen Magazine Publishers in its 
recently completed two-year study 
of motion picture habits conduct- 
ed by Columbia University’s Bu- 
reau of Applied Social Research, 
under the direction of Dr. Paul F. 
Lazarsfeld. 

Screen magazine publishers in- 
tend to present Dr. Lazarsfeld’s 
findings to the motion picture in- 
dustry on a company by company 
basis. The publishers feel that 
the study will increase film ad- 
vertising in screen publications. 

This study began several years 
ago when Macfadden Publications, 
which has spent approximately 
$50,000 since then on the survey, 
became interested in some of Dr. 
Lazarsfeld’s work for the Rocke- 
feller Foundation. 


6 Association Groups 


Last fall, when the statistics 
Were first available, Macfadden 
turned them over to the newly 
formed Association of Screen 
Magazine Publishers, which is 
making the results of the study 


available to producers and ex-. 
hibitors. Association members are | 


Dell Publishing Company, Hill- 
man Periodicals, Inc., Ideal Pub- 
lishing Corporation, Fawcett Pub- 
lications, Inc., Hunter Screen Unit 
and Macfadden. 

In the survey, Dr. Lazarsfeld 
points out the existence of “opin- 
ion leaders” in the movie field. 
These leaders are people who soak 
up the most information via press, 
radio, etc., on pictures, according 
to Dr. Lazarsfeld. The leaders are 
found among the younger groups, 
under 35, where motion picture 
going is greatest. 

Three out of five of the leaders, 
it was found, read one or more 
motion picture books a month. The 
survey brings out that studies 
made by Good Housekeeping, Life, 
Look and others have acquainted 
producers and exploitation people 
with the fact that magazines ac- 
cumulate' substantial audiences 
beyond those people who actually 
buy them. 

This extra readership is picked 
up, the study continues, as neigh- 
bors pass the magazine around the 
neighborhood, and as people pick 
the magazine up in beauty shops, 
doctors’ offices, etc. “But the ac- 
tual monthly audience for screen 
magazines may well top 20,000,- 
000 women,” the study states. The 
survey reports that 41% of women 
over 15 in a “laboratory city” 
claimed to read one or more mo- 
tion picture magazines monthly, 
and the study arrives at 21,600,- 
000 by multiplying 55,000,000 U. S. 
women over 15 by 41%. 


Males Not Included 


“This figure does not include 
the hundreds of thousands ot male 
readers. The size of that audience 
is indicated by the fact that one 
movie magazine sent 129,195 
copies to troops overseas in 1945,” 
the study adds. 

The report states that $4 out 
of each $5 that the motion picture 
magazines carry in paid advertis- 


ing comes from companies like 
Procter & Gamble, Lever Bros., 
R. J.. Reynolds, American Home 
Products and many others. It re- 


ports that each year the American 


public pays more than $10,000,- 
000 for movie magazines. 
“With this new, authoritative 


information, why spend 80 cents 
out of each dollar chasing the 


| ment; 
whole new understanding of the) 


elusive ‘occasional’ goer in 


maga- 
zines which plainly reach people 
who are older than those in the 


natural movie market,” the as- 
sociation asks the movie industry. 


Repplier Urges 
Magazine Ads 
to Aid Council 


VirGINIA Beacu, Va.—‘‘There is 
still only a smattering of public 
service advertising appearing over 
company signatures in magazines,” 
Theodore S. Repplier, president of 
the Advertising Council, told the 
30th annual meeting of the Amer- 
ican Association of Advertising 
Agencies here last week. “Every 
year a few more big companies 
are converted, but nobody is sat- 
isfied with that.” | 

To get more across-the-board | 
support from industry for its pub- | 
lic service campaigns is one rea- 
son why the council recently 
formed an_ industries advisory 
committee, under Charles E. Wil- 
son, president of General Electric | 
Company, Mr. Repplier said. 

In addition to suggesting new 
programs for the council, this 
group “will help us to raise a tar- 
get budget of $625,000.” How- 
ever, “about $200,000 of the in- 
crease simply represents formal 
inclusion of funds for art and 
mechanical, printing, etc., which 
we have heretofore raised outside | 
our basic budget by tin-cupping 
and hat-passing. . . The balance 
of the increase simply represents 
what is needed to handle the post- | 
war job—a bigger job than in’ 
wartime. . . 


$160 to $1 Ratio Sought 


“Even if the entire $625,000 is | 
raised (which I doubt) it will re-/ 
turn about $160 of advertising | 
space for every dollar invested.” 

Mr. Repplier praised the every- | 
month page contributions of 1,100 
magazines; of 70,000 ‘car cards; | 
three-sheet station posters in New | 
York and suburbs; one-sheet post-_ 
ers to various groups; 3,500 24- 
sheet posters, and the allocation 
plan under which “almost every | 
commercial network program car- 
ries public service messages on an 
orderly schedule.” Also, in 1947, 
250,000 mats of public service ads 
were ordered by newspapers for 
local sponsorship. 

Advertising agencies, 


he said, 


|have gained, through the council, | 


greater recognition “in the high) 
places of business and govern- 
have brought to media a 


agency function; won increased 
respect among such groups as edu- 
cators, doctors, clergymen and the 
public; broadened agency think- 
ing: stimulated a whole new use 
for advertising to convey ideas,” 
and “acted as the spearhead for 
about $100,000,000 of public serv- 
ice advertising annually, a part of 
which represents additional bill- 
ing for agencies.” 


Weatherly to Davidson 


Wilson K. Weatherly, formerly 
in the advertising promotion de- 
partment of Memphis Publishing 
Company, publisher of the Com- 
mercial Appeal and Memphis 
Press-Scimitar, has joined the edi- 
torial staff of Davidson Publish- 
ing Company, Chicago. 


Tampa Station Appoints 


Station WHBO, which went on 
the air March 12 as the fourth 
radio station in metropolitan 
Tampa, has appointed McGeehan 
& O’Mara, Inc., as national rep- 
resentative. 


Joins Milwaukee Agency 


Marvin L. Rand, formerly di- 
rector of public relations for the 
Metropolitan Milwaukee War 
Memorial, Inc., has joined Klau- 
Van Pietersom-Dunlap Associates, 
Milwaukee, as director of the 
agency’s news bureau. 
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DISTRIBUTION OF TOTAL FAMILIES 
By /ncome Groups -1939-/947-/948 


DISTRIBUTION OF FAMILIES BY INCOME GROUPS 
as of January, /948 
BY URBAN AND NON-URBAN* 


How THE MIDDLE INCOME GROUP HAS GROWN 
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Estimate of Distribution of Families by Income Groups 


(As of January 1, 1948) 


The estimates of family distribution by income groups, prepared annually for 
Macfadden Publications, Inc., by Everett R. Smith, Macfadden director of research, 
have come to be accepted as the most authentic estimates of their kind. Presented 
herewith are the charts and tables for Jan. 1, 1948, which are being released by 


Macfadden April 12. 


URBAN FAMILIES 


“a om” “qm 
Over $3,000- $2,000- 
$5,000 4,999 2,999 
PI ds eye oe) CREA ae 11.7% 19.4% 31.8% 
OS re re oe ee, ee 9.6% 18.9% 32.4% 
a, Sears Ptr nec eee 2,792,000 4,629,000 7,589,000 
ES oS Gee Aas eae ew ke 2,257,000 4,444,000 7,618,000 
NE Ts a Sou ng ie eee eae +535,000 + 185,000 — 29,000 
TOTAL FAMILIES 
1/1/48 11.5% 19.1% 31.2% 
IG S02 cis Six ale,\ aier be Kila ee 9.6% 18.3% 30.6% 
I fsa ta ae eo a 4,513,000 7,486,000 12,208,000 
Of) | a 3,721,000 7,056,000 11,815,000 
2 Voda cw cv and sees + 792,000 + 430,000 +393,000 
National income payments at the end of 1947 


were geared to an annual rate of $212 billion, an 
increase of $21 billion over the rate at the previous 
year-end. Contributing to this rise was an 8.9% 
| increase in wage and salary payments. 
cultural employment rose only 3.8%, with a gain 
of 11.8% in average weekly earnings in manufac- 
turing. Altogether, there was an increase of 9.9% 


in total non-agricultural income. 


Personal interest and dividend income, which in- It 
and proprietors’ and rental income, 
which was 10.3% above the annual rate in Decem- 
ber, 1946, had considerable influence on the shift 


creased 13.9%, 


Non-agri- 


households has 


creased 12.6%. 
should be 


dollar. 


—y as TOTAL 
$1,000- Under FAMILY 
1,999 $1,000 UNITS 
26.3% 10.8% 100.0% 
27.5% 11.6% 100.0% 
6,276,000 2,577,000 23,863,000 
6,466,000 2,728,000 23,513,000 
—190,000 —151,000 + 350,000 
26.7% 1 1.5% 100.0%, 
28.2% 13.3% 100.0°, 
10,442,000 4,489,000 39,138,000 
10,904,000 5,113,000 38,609,000 
—462,000 —624,000 +- 529,000 


declined 


noted that these estimates 
solely to dollar incomes. They are not in any w'y 
weighted for cost of living or buying power of 1" 


while 


in the two highest income groups in urban areas 
Farm income reached $18.5 billion, 3.9% above the 
level of December, 1946, and more than four times 
higher than prewar. 

In connection with the urban estimates, it shou'd 
be noted that although there had been a substant:4! 
increase in new households, the number of urb 
slightly; 
non-farm areas, the number of households has '"\- 


in ru 
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Staminite to Hickerson 
Staminite Corporation, New 
Haven, Conn., has appointed J. M. 
Hickerson, Inc., New York, to 
handle the advertising for Stami- 
nite Surface-Kleen and Surface- 
Nu. A _ test campaign will be 
launched in the New England area 
in key city newspapers and radio. 


KDKA Retires Fleck 


G. Dare Fleck, traffic manager | 
of Station KDKA, Pittsburgh, has | 


retired after 42 years service with 
Westinghouse Electric Corporation 
and Westinghouse Radio Stations, 
Inc. He is succeeded by John 
Gordon Kresge, music librarian 
of KDKA since 1939. 


Gets Seal Account 


| dry 


Seal, Inc., Shelton, Conn., man ‘- 
facturer of photographic materia 
mounting press 


and wet 


mounting supplies and equipme?'! 


has placed 


Ormsbee, Moore & Gilbert, 


ford, Conn. 


its 


advertising w!"! 


M:!- 


Photographic trate 
publications will be used. 
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House Unit Finds 
Efficiency Lags 
in Post Offices 


WASHINGTON—FEfficiency studies 
f the Post Office Department, 
uggested by publishing and busi- 
1ess mail users as an antidote to 
irastic rate increases, are begin- 
ing to pay off. 

Working with a token $25,000 
nvestigating fund, the House post 
office and civil service committee 
; finding procedural and organi- 
zational weaknesses previously de- 
lied. 

Through conversations with big | 
mail users and visits to post of-| 
fices, committee staff personnel | 
put their finger several weeks ago 
on operational changes’ which! 
could save an estimated $50,000,- 
000 a year. 

Last week, the committee re-| 
leased a special study prepared | 
by Trundle’ Engineering Co.,| 
showing serious weaknesses in or- 
ganization, morale and supervi- 
sion at the Cleveland, O., post 
office. | 

According to Trundle, large post 
offices ought to be completely re- 
planned and ‘reorganized. Impor- 
tant improvement is possible ‘in 
training and supervision of per- 
sonnel and in the maintenance of 
discipline. 


New Sorting Method 


J 


But the most important result 
of the House studiés is an entirely 
new method of‘sorting mail, pro- 
posed by methods research and 
development department of Rem- 
ington Rand. 

This plan, submitted without 
cost to the committee, relies on a 
greatly simplified alphabetical 
sorting system at primary sorting 
points. By decentralizing the sort- 
ing, it reduces the amount of 
training and memory work re-,. 
quired of post office personnel, | 
and eliminates several sortings. 

Remington Rand experts believe 
it will cut sorting costs in half, 
saving upwards of $72,000,000 on 
first class mail alone. 

Within the next few days, the 
committee may decide to test the 
Remington Rand _ proposal. A 
“pilot” plant for a test could be 
established for $50,000, it is esti- 
mated. If successful, the system 
could be installed throughout the 
postal system for about $80,000,- 
000—thus, nearly paying for itself 
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PRESSURE-SENSITIVE 


OINT- OF - PURCHASE ADHESIVES 


Presto! Simply peel the protective cover- 
ing and press the poster into place on 
ory hard, smooth surface . . . indoors 
or out. A small spot in each corner or a 
thin strip down each side of the display 
is all you need. Kleen-Stik gummed 
ters stay up until purposely removed 
‘hen pull off cleanly without the use 
of a razor blade. 

Cot it up and Keep ut up ! 


Dealers and salesmen like Kleen-Stik. No 

Sture... no glue...mo tacks... 
nc messy stickers. Every available space 
is ) Kleen-Stik Place! 


* ailable through any 
P ater or lithographer 


N-STIK PRODUCTS, Inc. 


S. Indiana Ave. Chicago 16 


;current fiscal year, 


in a single year. 


House committee chairman Ed 
Rees (R., Kan.) remains firm in 
the belief that the $110,000,000 
rate boost voted by the commit- 
tee last May is still in order. 

With the deficit now slated for 
upwards of $345,000,000 for the 
he says no 
conceivable economies could keep | 
the department out of the red. 

Mr. Rees indicates little inter- 
est, however, in the $244,000,000 
rate increases suggested last 
month by Postmaster General 
Jesse Donaldson. “Recognizing 
that the department can be oper- 
ated more efficiently, I think ei 
$110,000,000 proposal is enough at 
this time,” Mr. Rees insists. 


Smallen-Ross Moves 


Smallen-Ross Advertising, New 
York, formerly located at 258 
Broadway, 
quarters at 320 Broadway. 


has moved to larger 


Armstrong Joins Easy 


Frank A. Armstrong, formerly 
assistant advertising manager of 
Philco International Corporation, 
New York, has been appointed as- 
sistant advertising manager of 
Easy Washing Machine Corpora- 
tion, Syracuse, N. Y. 


Roush Appoints Two 


R. H. Jones, formerly station 
representative for WKYW, has 
been appointed account executive 
in the Louisville office of L. W. 
Roush Company. A. E. Lentz has 
joined the agency’s Detroit office 
as account executive. 


Y&R Appoints Two 


Jerry Newman, formerly sales 
promotion manager of Union Fork 
& Hoe Company, Columbus, O., 
has joined the merchandising de- 
partment of Young & Rubicam, 
Chicago. John C. Goray, formerly 
art director of Mandel Brothers, 
has joined Y&R as an art director. 


Joins Allen-Bradley 


L. C. Watson, formerly with} 
Trumbull Electric Mfg. Company, 
a General Electric subsidiary, has 
been appointed manager of dis- 
tributor sales of Allen-Bradley 
Company, Milwaukee. 


Fidelity Trust Appoints 


Public Relations Research Serv- 


ice, Pittsburgh, has been ap- 
pointed to handle advertising, pub- 
lic relations and promotion. of 
Fidelity Trust Company, Pitts- 
burgh. 


Genuine photographs manufac- 
tured in quantity at little 


“PHOTO-MATIC Co 
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421 So. Wabash Ave. Fine Arts Bldg. CHICAGO S, ILL. 


Phone HARrison 2770 


TAKES CLEAN ERASING. See how cleanly, neatly you erase 
on today’s improved Hammermill Bond. No retyping of whole 
letters because of one mistake. Saves time. Avoids waste. 


MORE UNIFORM QUALITY. 
making bring greater uniformity and dependability to make 
it the best Hammermill Bond in its 36-year history. 
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BOND 


See how improvements in paper- 


Mail coupon for FREE sample book now... 


Contains samples of improved Hammermill Bond in wide range of pleasing colors 
..- the brighter, purer white in five substance weights...and matching envelopes. 


Companion papers for office use include 


_ Hammermill Mimeo-Bond and Hammermill Duplicator 


a nays it. eth: Ml hia Rog 


fn nea saith 


WHITEST HAMMERMILL BOND... compare it with any other 
all-purpose office paper ...see how much brighter this snow- 


white paper is...the whitest Hammermill Bond ever produced. 


FEEL THE DIFFERENCE... feel the firm sturdiness of this im- 
proved Hammermill Bond that makes it stand up in the mail 


and in your files. 


QOMMERg FooNZSS SSS 


Hammermill Paper Company, 1459 East Lake Road, Eric, Pa. 


Please send me — FREE — the sample book showing the improved 


Hammermill Bond. 


Name____ 
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(Please attach to, or write on, your business letterhead.) AA 4-12 
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Congress Turns to Housing, 
May Pass Omnibus Proposal 
WASHINGTON—With rent control, 
tax reduction and European aid 
out of the way, Congress turns in 
the next few days to a long range 
housing proposal which may have 
a significant influence on the 
building 
come. 
Under the leadership of Sen. 
Ralph Flanders (R., Vt.), the Sen- 
ate is considering a 102-page 


omnibus proposal which paves the. 
into_ 
housing for low income groups, | 


way for government entry 


and increases government’s role 
in research, financing and policy 
leadership. 

Home builders, who admittedly 


makes the 
Dispatch 

a great 
‘newspaper! 


i 
s 
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Convention 


Ohioans were proud when (o- 
lumbus wes chosen for another 
history-making step in American 
aviation — the first Annual Air 
Force Association Convention. 


This was @ big thing . . . and 
alert citizens expected big news 
of it. How the Dispatch measured 
up is shown by the record—more 
than 23,000 lines of news and 
views of the event! Probably no 
newspaper ever covered such an 
affair more completely! 


Another Big Thing Done Right. 
Another reason why readers in 
a rich 12-county market area 
regord the Dispatch as a great 
newspaper. There is no more 
powerful medium for carrying 
your sales message to central 
Ohioans. 
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By STANLEY E. COHEN, Washington Editor 


industry for years to) 


have one of the most powerful 
lobbying arrangements in town, 
‘claim they may be forced to ac- 
‘cept utterly distasteful public 
housing provisions in order to 
continue to get the generous credit 
|assistance they consider essential 
| to continued housing activity. 
Late last month the Senate re- 
fused to extend these credit pro- 
visions for a full year, as the in- 
dustry demanded. Instead, it 


voted a temporary extension and 
heard ‘Sen. Robert Taft (R., O.) 
protest that the existing arrange- 
ments violate every principle 
against inflation which Congress 
has been following. 

Taft feels the government goes 


_too far when it guarantees 90% 


of construction costs. Under this 
setup, he says, contractors build 
houses without cost to themselves, 
keep the houses and obtain rent 
from them. Builders say these 
90% loans are the backbone of 


the current boom in speculative | 
housing. With tighter credit, con- | 


struction allegedly would stop. 
ie a * 
This department was well off 
base last week in predicting that 
almost insurmountable obstacles 


get 218 signatures on a petition to 
force margarine tax legislation 
onto the floor. Defying house 
leader Charles Halleck (R., Ind.), 
Democrats and renegade Repub- 
licans displayed their irritation at 
high handed tactics of the farm 
bloc, and volunteered the neces- 
sary signatures to force a vote 
April 26 on the margarine tax re- 
pealer. Halleck and dairy bloc 
cohorts may run to cover with a 


compromise proposal of their 


own to fend off embarrassing de- 
feat on the margarine issue. 
h Bd ” 
The Gearhart proposal to ex- 
empt news venders from the social 


|security system was thrown back 
_for the second time last week with 
'a resounding White House veto. 
faced congressmen who hoped to|Since the bill originally passed 11 


Advertising Age, Aprt » 194 


both houses with substantial ma- 
jorities, when the showdowr 
comes early next week this may 
be another instance when Mr 
Truman was “rather right thar 
: ”" In his veto message, the 
President says the Supreme Cour’ 
leaves no doubt that news vend- 
ers are covered under existing 
law. He contends this is no time 
to reduce social security coverage 
* a cd 

Latest Commerce Departmen: 
figures illustrate significant eco- 
nomic gains by the South in the 
past two decades, though per cap- 
ita income still averages $875 
compared with the national aver- 
| age of $1,325. According to M 
Joseph Meehan, acting director of 
the Office of Business Economics, 
southeastern states now get 
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13.5% of national income pay- 
ments, compared with 10.5% in 
1929. Government, manufactur- 
ing and trade and service payrolls 


Mr have increased markedly. 

thar Since March, 1945, the South- 
the east has been getting an unusu- 
‘our’ lly large proportion of the 800,- 
end- 900 new businesses which have 
sting come into being. In all, its busi- 
time ness population rose by more than 
rage , third, with Georgia, Florida and 


the Carolinas scoring especially 
large increases. The Far West has 
similar experience, but other 
regions had appreciably less, and 
the national average was 25%. 
e a % 

FTC has alleged an _ intricate 
conspiracy among. the makers of 
a variety of tickets and tags to 
eliminate price competition. 


Through six. trade associations 
served by a common secretary 
and industry counsel, 37 of the top 
ticket and tag people in the 
amusement, restaurant, transit, 
railroad, clothing and coupon 
fields were said to be exchanging 
price lists. 
Ao a et 

Adoption by the District of Co- 
lumbia of a _ cradle-to-the-grave 
registration number for the new- 


born is stirring one of those peri- | 


odic revolts against statistical ef- 
ficiency. Developed by the Ameri- 
can Association of Registration 
Executives and endorsed by Fed- 
eral Security Administration, the 
system provides a three-part num- 
ber codified to show place, year 
and order of birth, and allegedly 
meets all identification needs, in- 


cluding social security. 
But reaction rests on a feeling Bothwell in Chicago 


that such numbers would be too 
readily available for police identi- 


Pettengill Heads 


Charles D. Pettengill, chairman 


‘Elgin Watch Elects 
Shennan President 
James G. Shennan, executive 


fication, military registration and of the plans board of W. Earl vice-president, has been elected 


similar controls. Bothweil, Inc., 


Census Chief J. C. Capt com- 
mented that he had refused to en- 


said Army service. 


‘Journal’ Ups Ad Rates 


issue, Ladies’ Home Journal, Phil- 
adelphia, will increase its black- | Funt - Golding, 


rate from $16,000 to $17,500. 


been appointed head 

agency’s Chicago office, 
opened some time this month. Mr. Ill. He succeeds 
dorse the plan several years ag0 Pettengill was recently elected a T. Albert Potter, 
when his bureau was responsible vice-president of the agency. 

for vital statistics. “It is hardly He first joined Bothwell 
in keeping with our manner of life 1936 and rejoined the staff in 1946, newly created 
in the United States,” Mr. Capt after three and a half years’ post of chairman 


Names Funt-Golding 

Jewel Products, Inc., Bloomfield, | 
Effective with the October, 1948,|N. J., manufacturer of electric 
bulbs and specialties, has named 
New York, 
and-white page rate from $12,000 | handle its advertising. Magazines, 
to $12,900 and its four-color page| direct mail, point of sale and trade 
| publications will be used. 


Pittsburgh, has president and a director of Elgin 
the National 
to be, Company, Elgin, 


Watch 


who has been 
in| elected to the 


of the board of 
directors. 

Mr. Shennan, 
who has _ been 
executive  vice- 
president since 
June, 1947, has 
been with Elgin since 1932, when 
he began work in the time study 
department. 


J. G. Shennan 


to 


= 4 2 ~ z. bs . Pevat ae 
4 z 4 = 

att . om es * s « 

oe oe eet oe te " ? . x . 


at happoned 


to Hitlor 2 


A recent poll revealed that 51% of the people in America 
do not believe that Hitler is dead. 


Yet, no one seems to doubt that Mussolini was mur- 
dered in Dongo. Or that Herman Goering cheated the 
hangman at Nuernberg. 

Strange, isn’t it? 

In each case, eye-witnesses came forth to tell how 
the deaths occurred. But in one story something im- 
portant was missing. And that something was this: 


In Hitler’s case there were no pictures! 


The fact that pictures succeed when words often fail, 
may help to explain the tremendous success of Parade. 
Each week, this syndicated Sunday picture magazine 
attracts vast hordes of readers who are like the man from 
Missouri. They want to be shown . . 


Starch reports consistently rate editorial features in 
Parade in the high 80’s and 90’s with men and women. 


. in pictures. 


And this walloping picture power carries over into 
the advertising pages, too. 


For instance, a study of all 79 identical ads that ran 
in Parade and other syndicated Sunday magazines dur- 
ing the first nine months of 1947 reveals that Parade 
ranked first in readers per dollar in 74 of the 79... ran 
a close second in the other five. 


How are your ads Starching up? After all, people 


have to get the urge to read before your copy can give 
them the urge to buy. 


You ought to be in pictures... in 


Gottenberg Opens Office 
Sam Gottenberg, formerly gen- 
eral manager of OPO Men’s Cloth- 
ing Stores, has opened offices at 
96 5th Ave., New York, special- 
izing in newspaper and radio ad- 
vertising of men’s clothing. 


(Advertisement) 


Measure Your 
Market and Your 
Audience fo Hif 
the Target 


By Carl E. Hassel, 
Media Director, 


Ross Roy, Inc. 

Can salesmen put their fingers 
|on the many people who make 
buying decisions in the American 
business market? 

It’s a tough job, as any salesman 
| will tell you. In most instances a 
decision to buy evolves from “a 
meeting of the minds.” It is sel- 
dom the decision of just one in- 
| dividual. Obviously the salesman’s 
time is too limited and the ex- 
pense too great for him to call on 
every individual concerned with 
the decision to buy. It is impos- 
sible to know everyone who may 
be a buying factor. 

The mass technique is the solu- 
tion to the problem of advertising 
to the business market. 

Most every business is such a 
complex organization that when 
you think you’re on the target, you 
| may actually be missing the very 
people who influence the buying 
decision. So it’s just plain good 
business to cultivate your market 
with the mass technique. When 
you do you are sure of reaching 
every factor in the buying group. 
You don’t run the risk of over- 
looking someone who may influ- 
ence a sale. 

Remember, too, that there are 
many small businesses—firms that 
| buy, but not in great quantities. 
| However, collectively these firms 
| represent a big market. Yet, di- 
|rect sales contact by individual 
| salesmen would often be costly. 
| With the mass technique of busi- 
| ness paper advertising this group 

can also be reached at a reason- 
| able cost. 
| It pays to advertise to the 
| American business market the 
| mass technique way. 

This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of Amer- 
ica. 

Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,285,000 
executive subscribers, over 15 
million pages a year on 12-13 
time schedule. The combined rate 
for a black-and-white page in all 
four papers is only about $9,875. 

| Guaranteed Circulation B&W Page 
Nation’s Business. . .575,000 $3,000 
U. S. News— 
| World Report ..... 300,000 2,400 
ee 235,000 2,900 
Business Week ....175,000 1,575 

We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, D. C. 
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THE GREATEST 
CREEN MAGAZINE 
“PACKAGE” 


SPEAK: 
the joi 
of Life 
of the 
ville: D 


®@ In these days of mounting advertising costs, the new DELL SCREEN UNIT 
offers advertisers the largest unit of 
screen magazine circulation now available—at sharply reduced cost! 


The DELL SCREEN UNIT, a combination of 
Modern Screen and Screen Stories, guarantees a circulation of 1,500,000. 
(The February issue, on latest publisher’s estimates, delivered 1.725.000). 


MODERN SCREEN—America’s leading movie magazine, guarantees 1,100,000. 
(February issue, 1,210,000) 


SCREEN STORIES—formerly Screen Romances, guarantees 400,000. 
(February issue, 515,000) 


Modern Screen and Screen Stories remain part of the , 
Dell Modern Group in combination with Modern Romances. a 


The DELL SCREEN UNIT becomes effective with June issues. 
Advertisers already scheduled for both Modern Screen 

and Screen Stories will automatically receive the benefit of the 
new Dell Screen Unit rate. 


VISITOR 
Joel E, ¢ 


Lif 
‘fe, anc 


Your Dell representative will be glad to provide further information. 


DELL SCREEN UNIT 


MODERN SCREEN 
SCREEN STORIES 


DELL PUBLISHING CO., INC., 149 MADISON AVENUE, NEW YORK 16, N. Y. 
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OF THE WEEK 


REVIEW § 


a SS 


SALESMEN ON DISPLAY—The Curran Corp., manufacturing chemist, Lawrence, 

Mass., plans to equip each of its road salesmen's cars with plastic bulb tops 

illustrated here by Lee Scott, advertising director (right) and Jo Arcidy, book- 

keeping assistant. The top is made of a new methacrylate piastic similer to 
that used in the Army's Shooting Star pursuit planes. 


SCRAP METAL SHORTAGE 
SLOWS PRODUCTION 


Metals Needee for Car: Trucks- 
Refrigerators - Farm imp! ments 


"UR OLD MME AL IODAY #0 4 


JOVIAL TRIO—C. E. Wilson, president of General Motors Corp., Thomas H. 
Beck, chairman of the board, Crowell-Collier Publishing Co., and Charles Barr 
Field, president of the Adcraft Club of Detroit, seem to be enjoying a witty SALES-BOOSTER—William R. Veale, 

remark while attending a meeting of the club which Mr. Beck addressed. left, vice-president and general man- APPEAL—L. L. Colbert (right), president of the Dodge division of Chrysler 
ager of cot gh mage Ag Oe mye og Corp., and E. C. Quinn (left), general sales manager, hold a window poster 
a - he ter aia —- rca which dealers are displaying to help increase urgently-needed scrap metal stock- 
—_ ua in charge o wr ere $ az piles. Ray Ayer (extreme feft), sales supervisor, is promoting the national cam- 
with the new Lever multi-brand vend- paign. Seated (left to right) are G. B. Wells, Chrysler's manager of by- 


yr. gr now 7 gg’ et no products, and Pol Raynal, president of Raynal Brothers and chairman of the 
cnarge to geo aaa = Sper campaign among Detroit dealers. 
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SPEAKERS AT INSURANCE AD SESSION—Here are three of the speakers to ::: 

the joint session of the Life Insurance Advertisers Association and the Institute =: 

of Life Insurance held in New York. Left to right are Edwin W. Craig, chairman 

of the Institute and president, National Life & Accident Insurance Co., Nash- 

ville; Dr. Claude Robinson, Opinion Research Corp., and Holgar J. Johnston, 
president of the Institute of Life Insurance. 


_-.. ; 
“7 “>A bits a eS . weed a 
)/ +S ae ® peu A So. oe : 
/ NEW V.P.s—The executive staff of the American Association of Advertising Agencies announced three new vice-presidents 


while at luncheon with J. C. Cornelius of Batten, Barton, Durstine & Osborn, Minneapolis, chairman of the Four A's board of 

directors. Rear, left to right: Vice-President Richard Turnbull, President Frederic R. Gamble, Mr. Cornelius, Vice-President 

Herald Beckjorden, August A. Nelson and O. Karl Giesen. Front, left to right: Kenneth Godfrey, Vice-President Richard L. 
Scheidker, Mrs. L. W. Mackenzie, George L. Ogie and Mackarness Goode. 


THE DAILY OKLAHOMAN 


YISITORS—R. Leighton Foster, Canadian Life Insurance Officers Association; ' 4 ; ie" New Truman Trouble! 
Joel E. Chandler, Sun Life Assurance of Canada; H. G. Kenagy, Mutual Benefit = ; secorigil iC, ae ee Eimer Thomas Looking 
life, and Ray E. Fuller, Equitable Life of lowa, pose together at the LIAA-ILI 2: Ane jae For Someone Else, Too 

public relations forum in New York. Disie Drelte Serending North ‘ata 


Covtie Reown 26 the Mame Theat tenet Hm ag 


ie ure ~ 7 
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NTENT—C. W. Van Beynum, manager of the publicity department, Travelers 
"suance, holds a document which has the interest of (left to right) David W. =: 
bbott, advertising director, New England Mutual and co-chairman of the =: 

IAA-ILL meeting; Thomas J. Hammer, agency service director, California sc: NEWSPAPER WINNERS IN MORE THAN 50,000 CLASS—First, second and third prize winners among newspapers of more 
“esvern States Life; Arthur C. Daniels, Institute of Life Insurance; (Mr. Van ::; than 50,000 circulation in the |8th annual Exhibition of Newspaper Typography, sponsored by N. W. Ayer & Son, Philadel- 
Peyrum), Clark Belden, executive secretary, New England Gas Association, <:: phia, are the New York Herald Tribune, which also won the F. Wayland Ayer cup as the best newspaper in the exhibition; 
"¢ Allen M. Kennedy, public relations director, Northwestern National Life. =: the Daily Oklahoman, Oklahoma City, and the Christian Science Monitor. 
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Walter Lowen 


PLACEMENT AGENCY 
. 
rters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives © Copy @ Art © Office 
Public Relations 


Please write briefly outlining 
cific experience or personne 


your spe- 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


Goulston Adds Three 


Mayflower Food Products Com- 
pany; Bartenders’ International 
League, Bartenders and Hotel Em- 
ployes Local No. 34, AFL, and 
Finely Wood Products Company, 
have appointed the Goulston Com- 
pany, Boston, to handle their ad- 
vertising. 


Donnelly Joins Hilton 

J. E. Donnelly, former director 
of promotion of the Spencer-Tay- 
lor Hotels, New York, and man- 


ager of the special service depart- 


ment of Metro - Goldwyn - Mayer, 
has joined the executive staff of 
Peter Hilton, Inc., New York. 


| and agency ownership. 


n Outstanding Opportunity 
| or an Al COPYWRITER with 
EXECUTIVE & SALES ABILITY 


A customer of ours is seeking a man who may be 
the operator of a one-man or small advertising 


agency. Or he may have learned agency operation 
(sales, production, administration) while associated 
with moderately large or large advertising agencies. 
This man, 35 to 40 years of age, is now ready to 
put his experience to work in an agency where 
there is plenty of room at the top. 


This man will be interested not so much in the 
substantial salary which the position offers but in 
the obvious opportunity to participate in the profits 


Write in confidence, giving enough of your record 
to enable us to determine whether an interview 
; would be of mutual advantage. 


Box 7028, ADVERTISING AGE 
’ 100 E. Ohio Street, 


Chicago 11, Illinois 


Owner of 
Advertising business 
needs load 
lightened 


Maybe you're 
the one to do it! 


We're a small, unique 

Chicago organization that’s 

growing fast. Owner needs exec- 

utive as “second-in-command” 

to take over some of contact 
work, planning, policy-making. 

If you bring an account 

or two with you, we'd like it 

fine! If not, be sure to bring 

good all-around training in both 

retail and national advertising, 

some understanding of pro- 

duction, good ideas, the 

ability to sell and the desire 

to forge ahead with a progress- 

ive, easy-to-work-with group! 

Your reply will be confidential. 


Box 7029 


100 E. Ohio St., Chicago 11, Ill. 
Advertising Age 


ARTIST 
WANTED 


Aavertising Agency located in 
small Ohio city near larger cen- 
ters has unusually attractive 
opening for top-flight artist who 
can do both layout and finished 
work. National accounts. Pub- 
lication and direct mail. 


Box 7024, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


ADVERTISING 


Large Chemical Manufacturer located 
in East wants man with several years’ 
advertising experience in textile field. 
Must be college graduate. Must be 
able to handle agency contacts, sales 


department contacts. Must have 
ability to write and be able to as- 
sume responsibilities directly under 


advertising manager. Age 30 to 40 
preferred. Salary $6500. Excellent op- 
portunity. Outline experience. Write 
G-56, P. O. Box 3575 
Phila. 22, Pa. 


ADVERTISING SPACE SALESMAN 
t AVAILABLE 


Successful record on consumer and trade 
publications. Knows New York, New Jer- 
sey and New England territory. Willing 
to travel. Owns car. Presently employed. 


' Box 703!, 
330 W. 42nd St., 


Advertising Age 
New York 18 N. Y. 


ULCER CURE 


Ulcers showing, Mr. Copy Chief? Copy staff 
suffering from tack of fresh creative blood? 
Here's quick, sure relief. Simply hire me 
Now copywriter with top agency. Experienced 


TELL A FRIEND 


Printer—Artist—Production man wanted by 
Chicago food packaging firm with top 
flight management. 


Excellent opportunity for middle-aged 
man with faultless personal record, who 
is thoroughly acquainted with letterpress 


printing, essentials of simple art and 
plate production, and shop routine and 
controls. Candidate must be in good 


health and must have a congenial per- 
sonality. 


record of employment, 
and present salary. 


Please give age, 
functions covered, 


30 W. Washington 


| quires a 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—C reative—Executive 
Consult our H. KR. Hazard 

GEORGE WILLIAMS CO.—Personnel 
200 S. State St.. Har. 2083, Chicago 
CHICAGO REPRESENTATIVE § to 
sell consumer goods manufacturers 
quantity run counter, window and 
floor displays. Outstanding design, 
unlimited production capacity in all 
media. Unlimited earning possibili- 
ties. Straight commission basis. 


Write: 
Box ADVERTISING 
100 Ohio St., Chicago 11, 
FRED J. MASTERSON 
ADVERTISING 
PERSONNEL 


9517, 


AGE 
E. [1] 


Executive-—Creative—Adv. Sales 
Resumes confidentially considered 
IS56 N. Wabash, Fra 0115, Chicago 


Artist—Excellent future for artist 
with agency knowledge of creative 
layout, some production, t6 take 
over art department of established 
agency 
Milwaukee. 


Ontario 4239. 


Serving Both Employer & Employee 
Advtg—Sales Prom. Mgr....... $8,000 
Assistant Account Exec...... $4,200 
Industrial Copywriters ........5,000 
Jr. Copy-Engineering Deg...$3,000 
Layout Artists...... $5,200 


AGENCIES 

Central 9800 

Magazine Editor Wanted. Man with 

sports writing background. Don't 

apply unless you have done publi- 

cation planning, editing. Chicago. 
30x 9524, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


SHAY 


O'SHEA 
“America’s Largest” 


ADVERTISING MGR, ........ $5,200 
Age 28-35. Engr. bkged. Thoro knowl- 
edge trade paper & dir. mail advg. 
ADVERTISING MGR, ....... $6,000 
Age 30-50. Direct mail & mail order 
copy for news. & mag. Trade school. 
ADVG. SPACE REP.......... $7,500 
Young. Build. trade field. Midwest. 
ASST. ADVG. MGR........... $7,500 
Age 30-45. A sales prom. specialist 
to create & produce pt-of-sale mat'l, 
dir. & dist. prom. liter. Elect. mfr. 
eo BO ll eee $5,000 
Age 25-35. Major elect. appl. bked, 
On sls. prom.-instruct. literature: 
| pt-of-sale mater’l, dir. books, ete. 
oo 06s ch Boe sis Kode ode oe $5,200 
On employees’ & customers’ house 
org. for mfr. of elect. & radio equip. 
LABEL SKETCH ARTIST... $5,200 


(Negotiations Strictly Confidential) 


O'SHEA EMPLOYMEN 
Offices in 5 Major 


‘T SYSTEM 
Cities 


SUITE 640 LYON-HEALY BLDG. 
4 Bb. JAC KSON, CHICAGO 4 
Technical manual writers — New 
company offers executive position to 
man with ability to produce. Earn- 
ing commensurate with ability. On- 

tario 4239. 

SALES PROMOTION MANAGER 
Genuine opportunity with a nation- 
ally known manufacturer For a 
young man who knows advertising 
and sales promotion, and is familiar 


with the marketing of home heat- 
ing equipment or similar lines 
Must be capable of supervising a de- 
partment and coordinating a full 
scale promotional campaign with 
national sales program. Job re- 


working Knowledge of 


WANTED: HIGH-CALIBRE | 
CHICAGO PROMOTION 
MAN 


To start immediately on inter- 
esting 3 or 4 month assignment. 
Big event sponsored by civic en- 
terprise established nearly 100 
years. Requirements: Success- 
ful promotional background in- 
cluding experience in the sports 
and entertainment field; well- 
established top contacts with 
Chicago newspapers, Chicago 
public officials, transportation 
companies, travel bureaus, etc. 
Write giving full background of 
experience and salary require- 
ments. 


, ee. mM. wg RO .., Box 7032, ADVERTISING AGE Box 7033, ADVERTISING AGE 
Nee erat, ADVERTISING AGE 100 E. Ohio St., Chicago 11, Ill. 100 E. Ohio St., Chicago 11, Ill. 


AND PUBLISHING | 


located between Chicago and | 


_ HELP WANTED _ 
ADVERTISING 


ARTISTS 
(1) Layout—Greet. cards 

EE ot oh 64 eG ab. ake at ats $400 Mo. 
(3) Layout—Top agcys. Top 

A rere rs 3100 Wk 
(5) Layout—Dept. store exp. 

hard and soft lines...$75-125 Wk. 
(2) Lettering Men—One for display, 

one for general finish...... $100 Wk. 
(1) Water Color—Studio 

CUR nk fn teas bets oa 4a $125 Wk 
(3) Window Display—tnterior, 

creative experience...... $125 Wk 
(2) Jr. Window Display—Some 

ON | ee ca ceueent $50 Wk 
COPYWRITERS 
(3) Heavy Agency Experience 

RR eae er $9,900 
(1) Asst. Adv. Mgr.—Age 30-35, 

College Grad. 5 years agency 

OXMOFIGMCE 250600 Bsscces $500 Mo. 
|} (1) Sales & Adv. Mger.—Out of 

town, exper. Direct Mail... .$6,000 
(1) Industrial, 3 yrs. exper... .$4,800 
(1) Copy & Catalogue, some lay- 

out, age 30, appliance experi-.. 

GREP. dct advan td kanes eenasn 350 Mo. 
(1) Sales promotion——Know art | 

lines, sell training films....$100+4 
(3) Production Men—Two for 

Agencies, One for Retail.$400 Mo. 

CASTLE & ASSOCIATES, INC. 
HARrison pSoo 220 State St.) 


| persuasive 


iA rtist-Ilustrator: 


POSITION. Ss w A NTED 


Business Paper Reporter-W riter 


Editor—-Solid background. Seeks | 
new connection, 

Box $502, ADVERTISING AGE 
350 W. 42nd St., New York 


ae ae ¢ 


© OPY w n ITER 
Well-rounded agency 
Sales and merchandise 


experience. 
planning. 


Consumer and Industrial — news- 
paper, trade, and national, Seeks | 
location Chicago agency 5 million 
billing or over. 

Box 9515, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Editor with Broad Experience’ in 
Science and Industry, idea man fa- 
miliar with all phases of editing 
and publishing, wants connection 


with publisher or agency. Has orig- 


inated successful industrial and 
class magazines, Can transpose 
technical English into language for 


the et tog ee write interesting and 
technical advertising copy. 
ADVERTISING AGE 


St., Chie ago Ill. 


9521, 
E. Ohio 


Cc ol PON RETU RNS INC ‘REASED | 

by husband-wife team, 4-A_ back- 
xround. We plan, print, write, 
place. Direct mail welcomed. 

_ Box 9525, ADVERTISING 
1) W. 42nd St., New York 
10 years 
Top quality black & white 
work, Magazine, Agency, 
Dept. exp. Available as 
or staff artist. Age 36. 
anywhere in middle west 
Box $519, ADVERTISING AGE 
100 E. Ohio St. Chicago Bx,. Eni. 
Trained writer-editer now 
ing national publications program 
seeks Midwest trade pub. or promo- 
tion spot; specialist engineering, 

farm, education fields 
Box 9526, ADVERTISING 
230 W. 42nd St... New York 


Box 


100 Ba, 


AGE 
| a me 2 


exp. 
and color 
Mfg. Adv. 
Art Dir. 
Will live 


conduct- 


AGE 
a, mm. F. 


Advertising Assistant, college 


man, 2 vrs. agency experience copy, 
rough layouts productton, ordering 
typesetting, engraving, some con- 
tact work. Phone Kenwood 2737 
} ADVERTISING SALESMAN OR 
| Manager. Ten years Magazine & 
| Newspaper space selling experience. 
Presently employed as Adv. Mer. na- 
tional trade paper. Age 31, married. 
Box 9529, ADVERTISING AGE 
330 W. 42nd St., New York | 7 


| Wants 


| manager-sz alesman. 


| heating engineering for sales train- 

ing work. Write fully, giving age, 
experience, income requirements, 
Your reply held confidential. 

Box 9523, ADVERTISING AGE 
100 E. Ohio St., Chicago 2a, Ba 
AVENUE 
FOR 
ADVERTISING 
Aeet. Exxec’s. ....... To $10,000 
Illustrators: (5).......... To 12,000 
Layout Artist: Agcy......... 9,000 | 
Exec, Copywrs: (4) col.... Open 
Lettering Artists: (5)..... To 5,000 
Printing Service Man: exp.. 5,000 
Agency Copywriters: exp... 6,000 
Jr. Copywrs: (8) Col, Deg.. Open 
55 Kast Washington AND. 1490 | 


| will 


Real 


ADVERTISING MANAGER 
broader opportunity in agey. 
Strong on copy, knows 
_ produce tion. Married. 
Adv. 3 years exper. 
ADVERTISING AGE 
St., Chicago 11, [Il. 


WANTED | 
Trade papers 


or company. 
layout and 
Age 29. B.S 
9530, 
100 E. Ohio 


REPRESENTATIVES 


Publisher of leading 
is seeking highly qualified Chicago 
Interested only 
and earning 
Opening 
90 days. 


employed 
vear. 
about 


in a Man now 
more than $7,500 per 
i be available in 
with 
and 

be 


Send possible 
complete 
background. 
| kept strictly 


photograph, if 
outline of experience 
All replies will 
confidential. 
Box #520, ADVERTISING 
100 E. Ohio St., Chicago 11, 
opportunity for publisher's 
representatives in Washington, D.C 
Atlanta, Memphis, Dallas, 
Detroit, est Coast and other 
points. Established specialized pub- 


AGE 
111. 


| lications in the farm leadership field. 


| Exclusive 
| sion 
| in 
330 W. 
| Long 
| zine 


20% 
five 


commis- 
references 


territory 
Tell all and 
letter. 

9527, ADVERTISING AGE | 
42nd St., New York 18, N. Y. | 
REPRESENTATIVE. 

aviation maga- 
offers excellent opportunity to | 
experienced man in lucrative mid- 
west territory. Write complete 


resume to: 
9528, ADVERTISING 
New York 18, N. 


first 
Box 


~ CHICAGO. 
established 


AGE_ | 
'Y. | 


42nd St., 


MISCELLANEOUS 
Sound Magazine Idea that parallels 
the building industry ix available 
to publisher with newsstand know- 
how and capital. Sale of limited 
dummy edition on stands indicates 
wide potential market. 
Box 9522, DVERTISING 
100 E. Ohio St., Chicago 11, 


AGE 
Ill. 


‘composition to press, 


| printing 


_sets justified copy 


Boston. | 


| 1918. 


| Co., 
| Marshall has been promoted ‘0 


| , Geigengack 


to Study Printing 
Field for Group 


New YorK— The mechanica 
revolution in the graphic art 
business was assessed last week b 
one of the most informed men i: 
the field as indicating “consider- 
able opportunity for develop- 
ment.” 

A. E. Geigengack, who recentl: 
retired as Public Printer after 14 
years as head of the $65,000,000- 
a-year Government Printing Of- 
fice, told a press conference that 
—in his new consulting capacity 
to the Equity Group of Invest- 
ment Companies—he will shortly 
start a year-long survey of wha 
printing companies require in the 
way of new equipment. 

The Equity Group plans to 
study the graphic arts field from 
and wher- 
ever profitable investment can be 
made, will step in. Currently, the 
industry (exclusive of 
newspapers) buys about $200,000, - 


'000 in new equipment annually. 


Heavy and thick-set, occasion- 
ally passing a nervous hand over 
a bald head, Mr. Geigengack sum- 
marized some of his investigations 
and off-the-cuff impressions. 


Reveals New Machine 


(1) That most of the present 
typewriter-like machines only 
represent a saving in labor costs 
compared to skilled union wages; 
since they require double setting, 
they are still not the answer; 

(2) Said he found the Perry 
process (or the Higgins process) 
very interesting, and thought it 
offered some opportunities; 

(3) Said he found Fairchild’s 
Electronic Engraver very interest- 
ing, and thought that — without 
screens—it offers some short-cuts 
around the time blocks now slow- 
ing the use of the photo-engraving 
process; 

(4) Put in a cautious plug for 
the Justowriter—a machine which 
from a_ tape 
punched out on a_ conventional 
typewriter-like machine; 

(5) Said he thought the Inter- 
type Fotosetter offers sharper 
reading (for offset only) than let- 
terpress, and disclosed the exist- 
ence of a machine for stripping in 
corrections on the Fotosetter; 

(6) Agreed with a_ reporter’s 


|}assessment of new developments 


in printing “mostly prewar ma- 
chines with refinements”; 

(7) Said that, for the first time, 
the printing industry now has 
found a group with incentive, 
money, research talent and pur- 
chasers for their products, sur- 
veying the field. 

Asked if he thought the ITU is 
pricing itself out of business, he 
refused to comment. Mr. Geigen- 


|gack, a onetime linotype operato! 
| himself, still holds a union card 
'He said merely that he “did not 


agree with Randolph’s thinking: 
he thinks I’m crazy and I think 
he’s crazy.” 


| Anfenger . Agency 


Changes Name 


Anfenger Advertising Agency, 
St. Louis and New Orleans, has 
changed its name to Winivus- 
Drescher-Brandon, Inc. Owner- 
ship, personnel and offices will re- 
main the same. 

The agency was organized 


| March 1, 1902, under the name of 


Louis 
Agent, 


E. Anfenger, Advertisi»s 
and was incorporated .1 
On Mr. Anfenger’s retire- 
ment in 1928, Enno D. Winius be- 
came _ president. 


Fairall Names Kean 


Paul E. Kean, formerly on 1) 
art staff of Brownson Advertisii 
Inc., Minneapolis, has been 4)?- 
pointed art director of Fairall & 
Des Moines agency. Ben 


-* o 


production manager of the agenc) 
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* EISENHOWER FOR PRESIDENT 
* A LIBERAL CONGRESS 


EISENHOWER HEADING THE DEMOCRATIC TICKET WILL INSURE SOTH 
HE CAN'T REFUSE A POPULAR DRAFT— 


LET’S DRAFT HIM! 


‘ Se OR Gates theta aot Beertowes be Promdant on the Cow 
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DRAFT EISENHOWER RALLY LI7S bemetey, Sete #0) 
Mew Yet 10M F 
TUESDAY, APRIL 27, 8 P.M. - ele ae 
MANHATTAN CENTER 
34TH STREET AT EIGHTH AVENUE tee ene — 


ee ee ek ee | 


BEHIND THE ‘IKE’ BALL—Latest Eisenhower-for-president boosters kicked off 
a large-space ‘draft lke’ movement with ads similar to the above in New York 
newspapers. 


DEM or GOP— 
Run or Stop— 
They Want Ike! 


New YorK—Along with the 
flowers that bloom in the spring, 
Eisenhower promotional efforts 
have been bustin’ out all over, in 
preparation for June. 

Oddly, no one seemed certain 
whether the new president of Co- 
lumbia University would look bet- 


ter running under the sign of the) 


elephant or the donkey. 

For the Republicans, Torrey 
Stearns, manager of publicity and 
public relations at Young & Rubi- 
cam, was on leave of absence, and 
handling a small staff at Hotel 
Pennsylvania for 
Eisenhower.” 

The group is sending letters en- 
closing post cards, asking they be 
sent back to People for Eisen- 
hower, PO Box 671, New York 
The cards simply state, “I want 
to vote for Gen. Eisenhower for 
President in November. I am a 
citizen of voting age,” and the 
sender signs his name and ad- 
dress. 


To Influence Convention 


R. H. Donnelley will tabulate 
the cards by cities and _ states. 
Piled into sacks, the cards will be 
tossed aboard trucks and taken 
to the Republican convention in 
Philadelphia June 21. The sacks 
will be dragged into the conven- 
tion—and, Mr. Stearns hopes, this 
will bring a_ draft-Eisenhower 
movement into being. 

In the Times and Post a group 
called Draft Eisenhower Move- 
ment used large space to solicit 
support for an Eisenhower draft, 
which it said would ensure “Kisen- 
hower for President and a liberal 
congress.” Other newspapers 
would be added later, it was said. 

In this case, the ex-general 
would be a Democratic nominee, 
and the ad said blithely: “Eisen- 
hower heading the Democratic 
ticket will insure both ... he 
can’t refuse a popular draft—Let’s 
draft him!” 

Che two officers listed for the 
DEM movement are Daniel James, 
who told AA he is a music pub- 
lisher, head of Tempo Music, Inc., 


“People for | 


New York, as secretary, and Mac- 
Donald Deming, an attorney, 
treasurer. 


Cohan Joins WJZ 


Alfred E. Cohan has been ap- 
Pointed promotion manager of 
WJZ, ABC key station in New! 
York. Previously he was manager 
of cadio promotion for Universal 
Piciures. | 


| 


Plem Co-op Drive 


ne Infant’s and Children’s Ap- 
Patel Creators of California, and 
the California Apparel Creators | 
WL. join in advertising and pub- | 
‘¢i'y of the Fall Market Week to | 
% held May 23-26 at the Alex- 
‘nc ria Hotel, Los Angeles. George 
£ll ott, Catalina, Inc., is head of | 


|the advertising committee. Lock- 


wood-Shackleford Advertising 
Agency, Los Angeles, handles the 
account. 


FTC Says Presto 
Deals Unduly 
Press Dealers 


WasnHincton— The FTC has 
charged that the maker of 
“Presto” pressure cookers has ex- 
erted “undue pressure” to pre- 
vent wholesalers from carrying 
pressure cookers and other prod- 
ucts of its competitors. 

According to the FTC com- 
plaint, sales officials and field rep- 
resentatives of National Pressure 
Cooker Company, Eau _ Claire, 
Wis., threatened to cut off or re- 


duce shipments to firms which 
balked at 
contracts for Presto cookers. 


keted under 


tion 3 of the Clayton Act. 


“exclusive - dealing” | 


FTC argues that nationally ad- |: 
vertised products may not be mar-  . 
exclusive dealing - 
contracts without violating Sec-|: 

Because of the demand pres- |: 
sure cookers have created, it is): 
held, exclusive dealing contracts | - 


for such products “substantially 
lessen competition or tend to cre- 
ate a monopoly.” 


Offers New Display Unit | 

California Medal Products Com- | 
pany, Hollywood, has introduced 
an animated point-of-sale display | 
unit that will operate for several | 
months at a power cost of only! 
10 cents. The units are operated 
by a new magnetic motor powered 
by a 10-cent flashlight battery. | 
Units are now being manufactured 
for motion in displays varying in 
size from small desk calendars up 
to large window displays. 


EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


> THE LEADING WEEKLY @® 


for marine insurance companies 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


PACKAGE 


LETTERCRAFT 


LETTERS, BULLETINS and DIRECT MAIL 
MATTER—WRITTEN, PRODUCED, 
ADDRESSOGRAPHED & MAILED 


Our MIMEOGRAPHING and MULTIGRAPHING lends prestige. 
20 years of dignified, reliable service. 


180 W. Adams St., Chicago 3, It. 
Louise Storz, Letter Counsel. Alma Underwood, Pred. Mer. 


Franklin 8734 


rh 
' 


“We're not so old in the Army List, 
But we’re not so young at our trade.”’ 


—Kipling, 


“The Irish Guards.” 


YEAR 


As of April 2, 1948, Radio Station WOW celebrates its twenty-fifth 
birthday—which is old, as age goes in the radio business. But ripe age, 
alone, is no guarantee of effectiveness in love, war or the operation of a 
broadcasting station. 


Age is not so important as wide experience, digested and assimilated, 
powered by the energy and enthusiasm required to translate knowledge 
into action. 


It is the operational “know-how”, born of twenty-five years expe- 
rience, plus the energy and enthusiasm of its still youthful staff, that keeps 
WOW tops in its field—tops in listening audience—tops as an advertising 
medium. 


That’s why, Mr. Advertiser, in the territory within a radius of 200 
miles from Omaha, RADIO WOW CAN DO YOUR ADVERTISING JOB 
ALONE! 


JOHN BLAIR & 


Representatives 


RADIO STATION 


OMAHA, NEBRASKA 


Inc. 


590KC * NBC * 5000 WATTS 
Owner and Operator of KODY at North Platte, Nebr. 


Eee 
a ee ee 


JOHN J. GILLIN, JR. 


President & Gen’l Myr. 
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Bernays Launches 
PR Workshop 
for Nurse Group 


New YorkK—With the forthcom- 
ing American Nurses’ Association 
Public Relations Workshop, Ed- 
ward L. Bernays, counsel on pub- 
lic relations, is. launching a new 
audio-visual project prepared for 
the instruction of the more than 
160,000 professional nurse mem- 
bers of the association. 


| 
The workshop consists of 20 


sides of 16-inch Vinylite record- 


ings containing talks on public re- | 


lations, illustrated with 315 sound 


|American Medical Association,| Gets Lektrolite 


| American College of Surgeons and 
|the National Committee on Ca- 
'reers in Nursing. 


ia oe 
WDHN Names Burns 


Lioyd P. Burns has been ap- 
pointed commercial manager of 
WDHN, New Brunswick, N. J. The 
1,000-watt FM station, owned by 
the Home News Publishing Com- 
pany, with which Mr. Burns has 
been associated for 10 years, will 
'go on the air this spring. 
| 


Lektrolite Corporation, New 
York, has appointed Bermingham, 
Castleman & Pierce as its agency, 
effective April 15. The account 
formerly was handled by Dona- 
hue & Coe, New York. 


Kenner Joins Brisacher 

E. T. Kenner Jr., formerly with 
Thomson, Sava & Valenti, Inc., 
New York, has joined Brisacher, 


Van Norden & Staff, New York, | 


as an account executive. 


Stewart Incorporates 


James A. Stewart Company, 
Carnegie, Pa., advertising counsel 
}and public relations, has been in- 
corporated as James A. Stewart 
|Company, Inc. Officers are James 
A. Stewart, president; George 
Boyer Stewart, vice-president; 
John W. Wishart, secretary, and 
James C. Leslie, treasurer. 


‘Holiday’ Adds Service 


Holiday, Philadelphia, begin- 
| ning with the May issue will in- 


; clude a department grouping ad 
vertisements of tours, cruises an 
travel services. The department 
to be called “Tou rs—Cruises— 
Travel Services,” will be pat 
terned after the “Places to Stay, 
and “School and Camp” sections. 


G-E Shifts Rondel 

J. W. Rondel has been appointe | 
merchandising manager of Gen. 
eral Electric’s receiver divisior, 
Syracuse. He has been with the 
company as district sales man- 
ager since 1945. 


slide film pictures. Conceived and | 


executed by members of the Ber- 
nays organization, the project was 
recorded on magnetic tape by 
West Coast Sound Studios, here, 
which also filmed the slide pic- 
tures. Maurice Berson, Inc., here, 
prepared the original art work. 

Following a brief introduction 
by Ella Best, executive secretary 
of the Association of National Ad- 
vertisers, the workshop program 
will feature an extensive discus- 
sion of public relations by Mr. 
Bernays. The remainder of the 
workshop consists of seven talks, 
ranging from 15 to 45 minutes. 

Ten sets of the workshop are 
being distributed on a _ regional 
basis to be presented to small 
groups within each section of the 
country. 


POSTERS, CAR CARDS 
SUPPORT NURSE DRIVE 

New YorK—Approximately 2,- 
000 24-sheet posters and 74,000 
car cards are being contributed 
by the outdoor and transportation 
advertising industries, respec- 
tively, to support the _ student 
nurse recruitment drive recently 
launched in cooperation with the 
Advertising Council. 

Both the posters and car cards 
are prepared by the J. Walter 
Thompson Company under the di- 
rection of Anson C. Lowitz, agency 
vice-president, who is coordinator 
of the drive. Other organizations 
actively participating in the hos- 
pital career program, in addition 
to the American Hospital Associa- 
tion, are: American Red Cross, 


U. S. Public Health Service, Of- | 


fice of Government Reports, 


In this case, 
business- 


of your 
Kentucky ™ 


i ading 
Louie My vertainly your 


i those of ; 
ree yo Regge 
VAVE | you ak 
a = i B.N Tana My rite - 
si a 
pu Labilities —or as 
to 


yISsVvILLe’s 


W 


ee 
ater het 


2 re 
SF RETESET 
PORE L LAE 


& 


eet 


Oe ae 
3 -_ 


~. ‘ vod 
Ly ie 


ages 


thir~ 
~ 


—S ie st 
+ 4 
ta a gl hat 5 


tee 


eer 1 Te Mee ne 
dp RIT > ae : 
* a ae ais 
a 


ae 
2. $f ed er s--v 
, Peale enon : girs yaa wie ay 4 
ar " Wee UR uek tae 
Rote Rate cal rl 
2 * 2p Bie y Ang ee OO ed i 
A = jt, oe lp = 
eae “4 . . ate! c pad 
ae <—_ 
Sa 
were 


Sie heey wt Y 


90c Jart 
0 Yost 


ie : Z sg 5 - a : < mean Ber aioe, Pig ,  _ 
2 a aie petty ; ae ae Finan Chesoa ieee Die 2c cet ee hy : : . 5 
pata nen aaa ‘ fohtiness oe oa Be xe oh Repeat ce Wee Re ae ; sid Fs net a are We ee ne —— 
ete: a af Layee . oy am VA eee ee wy ee OS ce ee s hee ; sass i tiga e, 
ik! eels he: yee = 
i 
es % 
ie: | ‘ | 
ee, . 
“a sh 
= ‘h 
' cle 
ee , | (al 
aan ee 
ect PO ant 
ss 7 —_— 
eee mai 
aie hi 
ze 
a ee Co tout 
os - me 7 ee | an 
-y eee) aa 1m bed 
er | ape ariel ae5 . - es." Z au a a © * $4 us owe i 
laioe 54306 ae re eis ~a enh eens ohana 6 Be Ye ened 
Lip, ck le | wt - PAP ee | > , a _ Pah fs — a? hee ‘te we ae ae ee ee Ss YS..67 eee - 
Is . bitticias's Pngtt Re Sema y ONG oe eS amas Sh Wy ae 
— r ee i i TOM rr a Oe ae 7 : - 3 | a4 
Me i Si mS irae ti” mS ont ene yiin’ aide eek i ey ter ee “e om - 
oe | a SERIES F Sho tac gS Sale tt Steet sg Ses eee 
ete : ’ Be ba ae ‘Sah n BPN 2S ear Tt EE Ri ciliate Bk ee? Beier ee crea 
Ny } ers ba or tata Pas Soe ari FAS oe Pat one Pe ies ogo ot G8 a oe 
oe s s7F ur.) epee ete ae MEE RE Teale 
sae ; . ” oy: (eee aes. oS . ee 4s ' he , 
pre ; cee Boe * 5 > a ca - g£ oe wed se a J $ . : * bas 4 
Es : } an Pe s » er + se ] patie! 4 ¢ a Ae be a. 
Ps } oe Fae ¢. _ es, ay . yey a - 
i. ao ¥ rt aoe rte Big fasta Py ~: 
. *" ail - oF. OP oe renk zy = 
oie tr A ae oe. x oe ai ' ay ea 2 RS 4) he Prt Oy Ts Sqo a > 
= Ms ei ew ** Cee 4 2 - * eles 5S. : 
| ge ts ite ’ MD) Sent soag 4 oe an a4 . . 
weer Lae : CM et Sela ‘ _ = i Sek: bs eee ae 
Bete So oh oR Pree , a eS J bo , 
+ * TENG wy fm OS al ” ial 4 A errr 
yee | > ‘ Ny Le ~ | ‘ial : 
buns a | | - 7 7 a * Pi A - a ; ae : mg 
iat aii XA esdant.’ rye; a 
2 . rt wai eee q ee yah oe rs At + 
a sae pea ee on SS el ad a aa Pike bes ” 
gs ™ > ge oe oe 2 ae: See 4 - Sone & oil ee - a vs .* \aieiaial .¢ 7 TF 
: ae! F ‘a ee o>. < oe ae hea: ao i a Pd ” he » 1 . sh art * anne sh: " 
: Whe x ee. nee kok es ey RR EREC . o TS ens. - 
| ae er aS a AN (ts oF seal et tetas eos a 
i | 3 x ; we | lL] G2 =e eee ay 
. * os iS CoS ge ta ) 9, Cae ean 
1a ’ Me . a Pein Ss > ae at: "ha . og : Teed gaageenss ys 
ya mo Oe Oo et ate .- ag An oar ae coe ee Pt a 
: ; oer. > ¥ Sy x43 asi " ; eS ee 3 1 Am P 7S i es as Gr mae '* 
: a bre ; fas. ©9 cas el on SS an j - - at ota 
Lae : 7 | Pes oy , ore J : Ta Py ‘ “ % ‘ i" : itn ; . at cS ny ee . 7" 
a: 4 x : “td bn ; : a ¥:. M 2 “ ea oh, 
— 3 on : : ‘ ae! ‘ . “a ast J Veena iiss i ‘ ahi 5 va . "et 4 % ns 
a : ee cae “an Be AS ‘ ‘ ance) 6 Sas 2 i Pan salt <2 a 
eres: | r Ae oe Nd Pay, a . > en . as OX” aah Le a tm 
ia ; oe bn oy . on. WS aie Wee - as ; : a nl p “Dy AE PS, vd i) 
subeated - ne EES Tat vohts ot ete . P Dee he ee a 
ee 5 | : SNE ey eae soe +5 Lae , = . ' t hy 
alate . Se ae ¥ a ee, yee iba Pome we § ‘ : od —~ *. 
oe i ? 5 Pen ** es, Soe ju: i ae : as. OTe 67 oh 6 : ac ern F west tS 
ee ' SPR CY. - ERS he tor i at iA a eon , a 
Sanne » Se Fs db) oghey ARE ee : a Se an ae TS ee 
Pear bind ed > ‘ ite ee ‘ ‘ —} + serene : > ses oy 
hee } | € ie eee? ; eM wigs ei : 2S c 3 ; ere 
“iF pe | ti oes . ‘ Deyn — , ‘oe, Ni PEP ® se. sah 4 ~ ae PT. oer Nest A 
we | . ai aS ey os : Rete ky , wa? “te, Pde” Suphcg a “oe Ate : : 
Mar ap : yt os Beet". E a vient thaw ot whe & : > ae on ; ‘he A okO! AD eee Fue ps . 
ioe dee } rt, " ‘ , ee OD aod eat 5 , ’ —- [ - by x eh ne % a 
aoe =~ 3 i { wa TS ee a eee ¥ ta renee, easels : Sok, P ” % at ¢ “ “7 ee ores , 
es 4 a ee Sie clare ae et ras t sabes tom ae Ser 
ean | ¢ — rg: er eg te, fr, Zz Yes ~*? 4 . 2 ‘i "4 . fe eat aes Db) ~ 
Fy nates } ® ' Ti 4 i> én . oes "4 i A { a pee rere Ry Ay 
ail ae ge |) ee , a | fe. ie (eee a 
i - 1 oa vere , . . z : ‘ ws ; &. D4 ee of a) Aas 
= a ’ ‘ee : : 3° ” 4 ae | | te! ane 
| > 1 >¢ Doge | . att a sy kta § See = Peer i 5 , : " z , * teie tes eS ea 
ee wide Se; : Pea aS ¥ % a gS Te Rae re 
i | 4 . 2 Fetal jl a dies «st Se —- 
| ames * ” . ee: BM 4 es: Saree ee #7 
sia SSS ee ~ Se ee es eae: a a a eet Los 
. cP ‘ ' ; , Ad 
| Ne yt ‘ ¥ ‘ ‘" a % P 
ey Bi / A hoe oe z ; 
: | $e 2 a 3 f ' 4 A en x. s 
AS | “Teele PW ORS i )) ae > ia nee 
Se | :> See Ao Pie Ook a , - af Digi os ~ 
ee ae ai ce! ete eae. i " ye ; a b f 
Hues iy | y 7 rae eh re. ad a as : ELS | 6 Rs , 4 myri f 
ae _— er P At ee . Wes Sank’ et tas bes? ye e pg Ae +s ae ‘Tt ; i<pn Svea 
ae : 4 SS re b are : -s nee 
= - oy oP is Bec! ‘ : : f a ? ‘ 
ae ~>. fs 0 ite 3 Sale , ok ONS 
tee oa, * Sei 0 EN ; e%, ; a 7 Toh Wt ) She ee 
Fe. - 4 ee ” weet ge . : a. ; ‘ a re ‘ ope, oF = Ke 
ae | “lak ce. a ; Ory NN KE Ie SES 
ied | FS ag it see! Z % ~— : oy aa So” be, Wm it 
oe | | Seg Oi a £< 4 att z igs m\ nt ae 
rie | AR Page gs ; ee ——— Se Pespgertet 
eb Let : - a + | . Rey, ¢ - La . } Zeer} 
Sg ce Px Sn va AS nies a at aig i ; sa ed e ~ ks Picea , > sales ei] 
; Sete ; . ee oS = me? “4 , al ial >, abs - > eee 2 ~ 4 \on 2 
; “ 4 ate ase eee ar ; Sie ’ Ck ee Aa Bet fy 
: } : ae Sy a ; ae : : ye > pty Ae a 
en s/s 4 in oe ge Ee en: yy se ia RR bi y ‘ ae * 4 AP) ‘3 
: | J ete, et boa ee er bo, Oe — : f - . — 
; | ary. sty . Seer oa why: 2 . ed —— 
é | 1 as : e $< Rye : aS ng — a vy BER) gS aaa - 
ia , . ° | eve ey 5 Satie peat Se wae? ~e Pe Pp 2 Phy * | eps py et oe 
aie | Normal business | a ic, - RM a . ees 
Bs) For Normal, Ken- : beets r i yy pyr St a i aa Re eS ae ake Fs onl -> 
i 5 —m ’ ‘2 mot rays aes oe a ’ a babe tal - ar-4t Laie * 
fie tucky, #5 just too small, and too | ae PE. 3 Po: er ae ee 
xan - . . \ te eae 5 .: oes r +f Ane Ley ae, & * 
Se ss the center of things: = nig i + Se ee 
omen far from hat W AVE P ey _ cei ; A ee aos : eo): 
ae It's 8° far away tha ‘har oo sees . (ALTERS ye ieee Ot eee i Alita 
s ; 2 > ea ‘ eee baw Benen gt RY igo oe es = 
i: : doesn’t consider it a good mt & J at es Sy SNS cepa i ge tae Pits tae 
a gain to get down to Normal: : Se . cheng sea RAE 
i P . = oe. Tada eae 
a8 The b Ik ade is i” 210 restrain . he 
4 re bu t 
a the arket ., RS Beet NLS TS - 
aie the | eas FS ae so ok aaa 
KS : yen, * é > ee Sie . . 
he % ee a” Dn F sf he ee 
wate Hen . SRS : Ley eae 
aay i best radio bet i € : | Bir: 7 aan 5 : Gs : es ete eee ae 
Lege | . - - - 7 me aut > « apm anes ee | ae Poa a aneae ye ? ~~ ee we RB ' po? 
eae coverage — thorough and _ Ae Ree eas SME ete iiss Ete 3 es ce eras hae 
anes ‘ . a a bs ae he 25. te S es ‘ . ao a Pee er oS On 
ee plete — is in the Loutsy ille Trad- a etl si sneer Sh Bo Conserv 
ett ing Area, where purchases “— Pies eee Pe eee a RSS al See cade a send teat a 
rs ol ‘ Ss eee ; 
i , bove Normal that they re vee RRR we ae ee Ree et ee A eyiers ° Rp aatess SS SS ci ea { 
fi eo . ave - : — oi Ae Ltd : ~~? eh oi 
at se rest . - a” wee Ma on eg hala tnt Pe COTS tt ss Tae iwtees ten : 
a. ‘ em ae a os ia aes ane et ote 1 ant . 2 
7" ; 4 +e See Se et bee yy en Weert aye eee PAA Rar? B=» 
a3 an dese PAs Bred oe ei ae eet ny eer Pay (ONS 
ae | aT Aes tn Ts 7 ve a - to § 
i - ‘ our? sy ROG . er _ Joa). —alete aoe . ath “ti , * “e a at need 5 
aa ee ecetaaeoNvE'C Cx Te AW 
a | oe ~ & H I L | 
i ered ‘ Cnty } VW 
oe af me 
Meare | eas 
cor 
| ~ 9b AFFILIATE. -g900 WATTS . . S70 KS — 
‘ ee FREE & peETERS, inc. 
ee | | 
AS E A MIDS Oe & Satire eneh ote fe ia ep ee vee : oe ey » : . : / 
; ; ? Soe ate ee ates Rite oaL CEG ae ules ak se Sei —e , 
: Ns she haste aig, Wg poe es aa Loe : ‘E 3 
f ST Heatee Ber See ee Pye pe ae MNT: Pea os git Feng es 4 ¢ . 
: cet rey ed Le Saba: ee aT of Sa ses “! sae ee a at ke , 
" wes : Roe A ei ly | eel a gas os a Bia ne sale q z 


g ad os ; Cé& Company, Cincinnati, has been 
Ss an Airline Appoints F B elected president of the company, | EAA gar Promotes 
ment British Overseas Airways Cor- succeeding his father, the late 
ises— oration has named Foote, Cone Harry R. Drackett. King H. Jones, New Bu-Tee-Wave 
pat Pee — = sions former secretary and _ assistant | H P t 
Stay, sh and international advertising.| treasurer, has been elected vice-| 
ons. ‘he line’s arrangements in the/ president in charge of finance. | ome rermanen 
._ S. (where the account is han- 1 a Ni | CuHicaco — Cooperative news-| 
led by Cecil & Presbrey) and . paper ads now running on a test 
, (anada (McKim Advertising Ltd.) Appoints Romney basis in major markets across the 
inte | ;omain unchanged. George Romney, formerly man- country for the new Bu-Tee-Wave 
Gen - semeasieantipennnm aging director of the Automobile | ome srmenent of Wales, tne. 
718101, : Manufacturers Association, has P g , 
h the § Elects Roger Drackett been named assistant to the presi-|Precede the company’s national 
man - Roger Drackett, former assist-| dent of Nash-Kelvinator Corpora- | rive, set to break this month. 
vat to the president of Drackett! tion, Detroit. | Full-page black-and-white copy 


in Ladies’ Home Journal, Life, 
Macfadden Women’s Group, and 
a half-page, two-color ad in This 
Week Magazine, scheduled for 
April and May, will feature the 
Good Housekeeping seal of ap- 
| proval. 

Commenting on the heavy play 
given the approval seal, Bozell & 
Jacobs, agency handling the ac- 


| keeping has been critical of cold 


waves in its editorial columns. The 
March issue of Good Housekeep- 


We mean the McGraw-Hill editor. For like the legendary Kilroy, he goes nearly 


» everyw here in his search for the news of business, industry and technology. 


The McGraw-Hill editor's life is an exceedingly active one. You'll find him in 
trains and planes, in mill, mine, factory, laboratory and on construction sites. He 
is an officer and committee man in technical and trade associations—all for the 
purpose of helping him to find the kind of editorial material his readers (and adver- 


tisers) are eager to pay for. And in addition, he has at his call the world’s largest 


editorial staff devoted exclusively to gathering and commenting on the news of the 


ot iad % business world. 

apnea: And his work is never done. Every month, month in and month out, McGraw- 
a Hill magazines produce fresh information of an accuracy and timeliness that set new 
A re! . . , * . 

Pat standards of editorial excellence. When your advertising appears in the pages of a 


McGraw-Hill magazine, it too becomes a source of information—information that 


tells your prospects what and where to buy. 


ASK YOUR McGRAW-HILL MAN for your 

copy of the new edit'on of “The Pulse Beat of 
Industry.” It’s a survey of current business conditions 
and trends as seen by McGraw-Hill editors. 


LIFUBLICATIONS 


adc varters for Industrial Information x { 
0 West 42nd Street—New York 18, New York 7 
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ing, the agency points out, is the 
first issue of the magazine to ac- 
cept an insertion for a home wave. 

The Bu-Tee-Wave is not a cold 
wave. Copy will emphasize that 
it uses the machineless heat 
method, with “no mess, no soak- 
ing your head for hours and no 
neutralizing.” 

A radio schedule and an ex- 
tended magazine drive will un- 
doubtedly be placed by the agency 
if the initial tests prove successful. 


Giegengack Joins 
Equity Group 
A. E. Giegengack, who recently 


resigned after long service as 
Public Printer of the United 
States, has joined the Equity 
Group of investment companies 


in a consulting capacity. 

Mr. Giegengack is surveying the 
printing industry to determine the 
industry’s new machinery re- 
quirements. The Equity Group 
has investments in numerous in- 
dustrial companies which are 
present or prospective makers of 
graphic arts equipment. 


Available! 
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World's Listen 
| ‘Sales Force! 


- You in Direct Selling 


Nationally known “manufacturers 
such as Fyr-Fyter Co., J. B. Simpson 
Tailoring Co., Fashion Frocks, Stark 
Nurseries, and scores of others, use 
this sales force to chalk up many 
millions “in -sales ‘aaeaiy in this 
o— 


2 Billion me he 
You can ‘obtain this sales force of 
independent, successful salesmen to 
— sell your _— tg 


fn in th we 
The Fascinating True Story of 
C A. Solberg's Selling Success 


—_— a ae or 
cry ther ntti, tetra } 
— oe eit | 
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First in the Field— — 
bd Pn oe sales publication with 
largest readership in the Direct 
Settee aan. ; 
ie Keow—Det't Ques 
Is your product suited to Direct 
Selling? Can direct selling build 
sales or cut inventories fast and 
profitably? Find out mow... — 


Write for This Booklet 
lt tells pad eg eae to know about 
Direct . Contains a wealth 
turers and advertising agency 
executives. And, we can give you 


How You Con Gey 
Your Shor 
$2.000.000 6 
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eee Manner 


PECIALTY 
ALESMAN 


MAGAZINE 


ve., Chicago 
New York 10, N. Y. 
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Magazines, Dailies 
Cleared by ICC 


The American Newspaper Pub- 
lishers Association and the Na- 
tional Association of Magazine 
Publishers, New York, have ad- 
vised their members that the 
Interstate Commerce Commission, 
on recommendation of the Office of 
Defense Transportation, had or- 
dered rail freight service cut 25% 
on Tuesday, 


lowed eight exemptions, including | ment. 
and June 30. 


“Printing ink, newspapers 


March 30, but al-| 


| 


magazines, newsprint, paper and | 
|mats for newspaper and magazine | 
production.” | 


Gage Announces Contest 


Gage Publishing Company, New 
York, has announced the 10th an- 
nual Electrical Manufacturing 
product design awards, with five 
cash prizes totaling $2,500 offered 
for the most interesting and rea- 
listic accounts of product develop- 
Closing date for entries is 


Neither can you sell an outstanding market 
of 434,675 population with outside media 
lacking local coverage and power to influ- 


ence local buying. 


In Akron, Ohio’s ONE in ONE Market, there 
is only ONE high powered rifle capable of 
influencing local sales. The Beacon Journal 
shoots no blanks, it hits every home. 


Your Akron sales promotions can _ suc- 
ceed only when you concentrate your efforts 
in Akron’s ONLY daily and Sunday 


Newspaper. 


AKRON BEACON JOURNAL 


- JOHN S$. KNIGHT, 
REPRESENTED NATIONALLY BY: 


PUBLISHER 


STORY, BROOKS FINLEY 


Ad Women Write 


Book on How 


to Be Success 


New Yorx—Fifteen top adver- 
tising women have written chap- 
ters for the new book, “How To 
Be a Successful Advertising 
Woman,” project of the Advertis- 
ing Women of New York. 

The book is edited by Mary 
Margaret McBride, WNBC, New 
York, commentator, and is pub- 
lished by Whittlesey House, New 
York. 

Contributing writers are: Leslie 
Munro, associate copy director, 
Geyer, Newell & Ganger; Jean 


| Wade Rindlaub, Batten, Barton, 


Durstine & Osborn; Kay Hardy, 


| free-lance writer and artist; Wini- 
‘fred Holmes, 


assistant advertis- 
ing manager, Rheem Mfg. Com- 
pany; Clara Haskell Vorce, direc- 
tor of research, Hanly, Hicks & 
Montgomery; Eugenie C. Stamler, 
media director, The Biow Com- 
pany; Grace Eden Beneke, direc- 
tor, John Robert Powers Home 
Ceurse; Caroline Hood, director, 
Rockefeller Center; Henrietta 
Amos, Abbott Kimball Company; 
Helen Berg, merchandise man- 
ager, Woven Lingerie division, 
Textron, Inc.; Grace M. Johnsen, 
manager, continuity acceptance, 
American Broadcasting Company; 
Eleanor Kask, assistant to the 
president, Funk & Wagnalls Com- 
pany; Mary McClung, general 
manager, New York Post; Sally 
Martin, advertising space sales- 
woman, Mademoiselle, and Doro- 
thy Dignam, copywriter, N. W. 
Ayer & Son. 


McCarthy Leaves KQW 


C. L. McCarthy, for the past 14 
years vice-president and general 
manager of Station KQW, San 
Francisco, has resigned to be- 
come general manager of Televi- 
sion California, applicant for a 
commercial television station in 
San Francisco on TV Channel 11. 
He is selling his interest in KQW 
to the Brunton family. Ralph R. 
Brunton, who is president of 
KQW, will act as general man- 
ager until a successor to Mr. 
McCarthy has been appointed. 


Cramer Appoints Peck 


Cramer Products Company, 
New York, maker of Joy cake 
mixes, has appointed Peck Adver- 
tising, New York, to handle its 
account. 


required. 


GENERAL SCREEN ADVERTISING. 


announces the appointment of 


NORMAN H. MEINERS 


AS EASTERN SALES MANAGER 


with headquarters at 


500 FIFTH AVENUE, NEW YORK 


Mr. Meiners is rejoining this organization and brings with 
him a wide background of experience in the use of Minute 
Movies. His merchandising work in the grocery and other 
fields can contribute materially in the planning and execu- 
tion of campaigns where an impact at the “local level" is 


GENERAL SCREEN ADVERTISING, 


Wrigley Building, Chicago 


500 Fifth Ave., me York 


INC. 
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The spider-like creature who spins nefarious webs in this 
Corner is not, repeat not, a stockholder of General Electric. 

He says this because, on more than one occasion, he has 
ceased luring flies into his parlor and, instead, has shaken a 
crystal shower of encomiastic dewdrops on G-E advertising. / 

Currently, he does it once again—this time for an ad on 


G-E automatic dishwashers. 


This ad appeared in a so-called “shelter” magazine. 
anybody can see, it presents to a lot of readers of the 


1? | NEVER wiPEeD 
ANOTHER DISH, 
1T’o BE TOO soon! 


oo 


f Electric Dish bh 
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® Wonderful G 


1. & day's dishes done The magic! The new 
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Radio School Schedules 
Television Course 


The School of Radio Technique, 
Inc., will conduct a _ 15-session 
course on television broadcasting 
in Hollywood, beginning April 15. 
Participating as instructors will be 
Charles B. Brown, program man- 
ager of KFI-AM, FM and tele- 
vision; Ronald C. Oxford, execu- 
tive producer of KFI television, 
and Wes Turner, technical director 
of Video Broadcasting Company. 

The same course will be given 
later in the New York and Chicago 
schools of the organization. 


tokes stidligg i tiladaie 
Washes dishes sparkling clean — automatically. They dry in their own heat. 
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Ace th Pater Hotes 
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Se wd We... DISHWASHERS 
GENERAL @ ELECTRIC 


shelter group a typical married couple, 
tion, expressing a typical gripe. 

Such credibility of approach, such factual presentation 
of the sales message, cannot fail—in this Corner’s web-like 
opinion—to interest those who read, 


If all advertising were so human, so informative, so well- 
done, the words indicated in this space might be as con- 
sistently honeyed as those emitted in another advertising 
trade publication by an individual whose head is invari- 
ably garlanded with an olive branch. Such, unfortunately, 
Accordingly, this Corner will continue its 


Sweet are the uses of anonymity. 


As 


You'D NEVER HAVE To iF 
WE HAD A GENERAL ELECTRIC 
DISHWASHER! 


2 Gives you new hours of freedam! ) o « 
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in a typical situa- 


in a G-E automatic 
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Mrs. Beck Promoted 


Mrs. Catherine Beck has been 
appointed director of home eco- 
nomics of the Crosley division of 
Avco Mfg. Corporation, Cincin- 
nati. She has been acting direc- 
tor of the department since July 
1947. 


Goebel to “World Ports’ 


Arthur L. Goebel, formerly wit! 
American Direct Mail Compan) 
New York, has been named east 
ern advertising manager of Worl: 
Ports, with headquarters in Ne\ 
York. 


* * & & & ONE journal reaches regularly 


Retail Jewelry Store in U.S 


YY 


NATIONAL 


NJ reaches monthly EVERY 
Retail Jewelfy store in the 
U.S.A. listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation —a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER-cir- 
culation exceeds 21,400 copies. 


CHARTER [4G] MEMBER 
CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELE® 


4 

-—100% Coverage 
Because jewelry stores sP* 
clalize in small, portab 
‘quality’ articles exquisite 
designed for personal | 
home use — durable articl: 
representing not only t 
ultimate in artistic desis 

but also the maximum 
ELER gracious living, manufactu 
ers and importers of all su: 
articles should give heed ‘ 
the prestige-advantage of di 
tributing thru jewelry store 
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Joint Committee 
Plans ‘Seminar’ 
Series on Economy 


New York— The Joint ANA- 
Four A’s Committee on Improve- 
ment of Public Understanding of 
Our Economic System, at a meet- 
ing here April 1, decided to hold 
a seminar for industrial executives 
in New York May 3 to 5. If suc- 
cessful, it will become the first 
of a continuing series, probably 
on a monthly basis. 

Don Belding, of Foote, Cone & 
Belding, chairman of the joint 
committee, told AA the seminars 
will initiate the third or perma- 
nent phase of this program. 

Phase 1, on community work 
at the plant level, he reported, 
continues to make progress, while 
Phase 2, the national advertising 
program conducted with the Ad- 
vertising Council, is just getting 
under way. 

The committee’s film, “This Is 
Our Problem,” has had showings 
before thousands of people, and 
3,800 orders have been received 
for a labor relations kit at $7.50 
each. 

The council said that all 11 ads 
for Phase 2 of the program have 
been cleared, but their distribu- 
tion has been held up by the New 
York job printers’ strike. These 
ads were prepared by Batten, 
Barton, Durstine & Osborn, Mc- 
Cann-Erickson, J. Walter Thomp- 
son, and Young & Rubicam. Stu- 
art Peabody, Borden Company, is 
coordinator. 


Ads Overemphasized 


Mr. Belding believes, however, 
that “too much emphasis has been 
given to the advertising part of 
the program. The main thing is 
to get executives to see that their 
employes are happy and are sold 
on the American system.” How- 
ever, he denied reports of contro- 
versy between the council and the 
joint committee. 

The first seminar would be ad- 
dressed by a member of the FBI, 
who would discuss methods of 
Communist infiltration. It would 
also stress the need of research 
for determining worker attitudes 
and methods of improving them, 
and would give case histories of 
actual results. It would be lim- 
ited to about 40 people, two to a 
company, with both general and 
industrial relations executives par- 
ticipating. The meeting place has 
not been set. Kenneth D. Wells, 
operations director of the joint 
committee, 420 Lexington Ave., 
is handling arrangements. 

At the end of the three-day 
seminar, Mr. Belding said, the ex- 
ecutives would be able to go back 
to their plants equipped to start 
their own local programs moving. 


Marshall Adams Joins 


Members of the joint commit- 

tee in recent months have ad- 
dressed and shown the film at 
Scores of meetings across. the 
country. In March Mr. Belding 
addressed meetings in Vancouver, 
B. C. (where a Communist re- 
cently failed by only 2,000 votes 
to be elected mayor), Seattle, 
Portland, San Francisco and Hol- 
lywood. Charles C. Carr, Alumi- 
hum Company of America, while 
on “vacation” in Florida, held 12 
showings of the film in that state. 
’. Howard Chase of General 
Foods recently told the story in 
Phoenix. 

Even ANA Director Marshall 
Adams of Mullins Mfg. Corpora- 
ton, who criticized the program 
farly this year (AA, Jan. 19), is 
‘or. the team now,” Mr. Belding 


Aaverttsing 


reason we got it off the ground 
at all was the hiring of Ken 
Wells.” Mr. Wells was brought in 
'two months ago from the National 


Association of Foremen. from 200 Letters 
Mr. Belding promised that ; 

things will be moving fast by the) New York—Skip Tracers Com- 
time he ends his half-year as Pany, “specialists in finding the 
chairman, on May 1. A committee | missing,” sent out 200 pieces in a 
composed of Frederic R. Gamble recent direct mail campaign, se- 
of the Four A’s, Paul West of cured 28 interviews and added 18 
ANA, and Thomas D’Arcy Brophy ew firms to its service list. 

of Kenyon & Eckhardt will pick, The gimmick was a crisp dollar 
the new chairman, who will come bill, which the company attached 


Skip Tracers Gets 


“Dear Sir: 

“If the enclosed dollar bill be- 
longed to you, we are certain that 
Montgomery to Browne you would want to claim it. 

Burton Browne Advertising,, “We are certain too, that your 
Chicago, has been appointed -to| missing stockholders feel the same 
handle the advertising of Mont-| way about any monies due them 
gomery Mfg. Company, Owens- and about which they have no 
ville, Ind., manufacturer of Mont- knowledge. . .” 
gomery synchronous program) following this came request for 
clocks for institutional, industrial | an interview with the treasurer of 


and signal control uses. Institu- 4 
tional advertising in electrical and | tne company to explain the nature 


industrial business papers and di- °f Skip Tracers operations. 
rect mail are being used. The company reported an en- 


group. 


18 New Customers | that the campaign secured an 85% 


from the ANA half of the joint to each letter which read, in part: | 


57 


|thusiastic response to the un-| 
usual approach. 
To top it off, Skip Tracers notes 


P THE MAGAZINE 
| of the TRADE — 


response, and all of those reply- 
ing returned the dollar bill. 


‘Hamilton Named V.P. 


Don Hamilton, formerly eastern 
sales manager of F. W. Fitch 
Company, has been named vice- 
president in charge of sales of 
Verd-A-Ray Corporation, manu- 
facturer of a new type of electric 
light, and of Penetray Corporation, 
manufacturer of therapeutic lamps. 
For the present he will make his 
headquarters in New York, later 


HOSIERY & UNDERWEAR 
Revie’ 

1 WEST 34th ST., NEW YORK 1 

GUARANTEED ® CIRCULATION , 


moving to the Toledo headquar- 
ters. 


URENCE, INC 
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| 547 SOUTH CLARK STREET + CHICAGO + WABASH 6284. 
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Said, 
He admitted, however, that the | 
Prcgram has lagged: “The only | 


“These advertising guys have single-track minds!” 


ALSO WORTH NOTING: 


® The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


® The Cincinnati Enquirer has the lowest milline rate in 
_ Cincinnati. 


® The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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How About ‘Hell’ in Ads? 


Everyone Has an Opinion 


$25 Letter Contest 
Stirs Controversy 
Among AA Readers 


Cuicaco—“Who the hell is JL?” 


{column March 15, with the dead- 
line for entries set as March 31. 
Almost 50 letters have been re- 
|ceived, and because of the inter- 
‘est in the subject, excerpts from 


‘some of the most interesting are | 
. /power if we must literally shock 


| training men and women to write |a good word in advertising, it’s 
|advertisements or edit publica-|not a good word, period; ’cause it 


| 


| tions, 


less completely ignore them. American Oil Company, to the 
“If I were in the business of/| effect that “H—1 is not only not 


this is one of the basic/|ain’t a word. Yak! Yak!,” to pro- 
commandments I would empha-| found analyses of the problem. 
size: “Thou shalt not offend any- | Here are excerpts from some of| 
body.’ i the letters: 

“It is my firm belief that we, Sgt. James T. Reynolds, Recruit- 
cannot run the risk of giving of-|ing Publicity Bureau, Governors 
fense to the finer sensibilities of | Island, New York: 
even one reader. “The use of h—1 in ADVERTISING 

“We are sadly lacking in word Ace is entirely justifiable to the 
,extent that the readers are pro- 


| fessional men and women who 


| presented here. 
|P folks into reading our ads and 
| editorials. may not hesitate about punctuat- 


repeatedly in small space blind | Mackey Wins Prize | 
ads in ApverTIsSING AGE, has The $25 prize will go (and this, “I'll leave the swear words, the ing their sentences with an occa- 


stirred a controversy over the ap-|award is final and not subject |°ver-developed females and the| sionally well-placed h—l. It is 
propriateness of “bad words” in| either to debate or to ties) to Wil-| poolroom jokes to the smart (7?) | graphic and extremely effective at 
advertising that seems to have AA| liam N. Mackey, advertising man-| boys who feel they can afford to | times. 
readers lining up enthusiastically | ager, Newman Brothers, Inc., Cin-| take chances. I won’t use h—l 
= both sides of the language | cinnati, who wrote the following|in my copy, and I strongly advise | 
ence. 


That cryptic phrase, appearing 


Not for General Use 
“But it should not be used in 


letter: |you not to permit its use in Ap-| 
After being scored in the Voice| “I do not object to the use of |VERTISING AGE.” | Seneral advertising because of the 
of the Advertiser department for|/h—l, or much stronger ‘cuss | i scope in readership, which 


using such inelegant language in| words,’ either in ADVERTISING AGE | eters Ren Ge Gomat jincludes many young people. It 


his advertising, the canny JL de-|or in advertisements. It is doubtful that AA will fol-| Would give advertising an un- 


cided he could get a lot of extra) “I freely admit I rather like the Mr. Mackey’s advice, since |S@V°ry flavor if readers of Par- 


-¥ | low * d rn 
publicity by offering a $25 prize earthy Mountain Boys and the! most letter writers seem to agree |ents _ ee es oe 
om i 


for the best letter on whether it|/Chic Sale brand of homespun | that the AA audience is so tough ; 

— peeps: or _improper to use | humor. and rugged that it has probably | @bout the use of h—l in copy. 
hell” in advertising. AA’s editor! “Undraped women in the ads|become accustomed to “hell” and | The attached clipping from a 
agreed to award the prize because do not offend me. ‘even some slightly stronger words. peeeee’ issue of the New York 
he wondered exactly what read- “But I can understand why | Nevertheless, his letter seems to | Times illustrates my point most 
ers thought about cusswords in others do object to these things express sage advice on the gen- | 4Ppropriately. This ad [for ‘Mr. 
advertising. and it would be folly for me, an | eral subject. |Blandings Builds His Dream 
So JL’s letter, offering the $25) advertising man, to laugh at or| Other comments ranged from House’) will undoubtedly be read 


prize, was printed in the Voice shrug off their objections, much the flip remark of W. C. Wend, or he cesmwatenr "tn) yoo 


realize that anything of an of- 
fensive nature is not good adver- | 
tising. And a lot of good Ameri- | 
lean readers find any form of vul- 
garity most offensive. Now isn’t 
that a h—1 of a note when adver- | 
tisers okay an ad like this?” 


, a | Arthur R. Oleson, Western 

LORI/OA 5 ‘Union Telegraph Company, 
_ Omaha: 

‘’ | U S | N E S * _ “Words like h--] should best 


The FLORIDA MARKET is a GROWING MARKET 


|general or in AA. 
‘say and do lots of things which 


be kept from all advertising, in| 

‘ ; | “I am no prude. I say ‘hell,’ 

| but people, and men in particular, 

: ; ' would not look good in print. Nor | 
them to be) 


‘would they want 
printed. | 


Keep It Clean 


but let’s hope other copywriters 
and advertising men use more 


mature judgment of what is 
proper and what isn’t.” 

Lawrence E. Meyer, advertisin. 
manager, International Cellucot- 
ton Products Company, Chicag: 

“Is h—l O.K. in advertising 
copy? 

“Certainly, if it’s the best word 
to fit the case! 

“Certainly not, if another word 
fits better.” 

Arthur A. Starin, advertising 
manager, Scott & Bowne, Bloon- 
field, N. J.: 

“I’m no preacher, no reformer, 
just a good Joe who loves life— 
but also cherishes the American 
way of life ... the family .. 
and let us not tear down what we 
have built—fine boys and girls 
who become upright, regular men 
and women. 

“Catchphrases may draw atten- 
tion—but that’s far different than 
making indelible impressions 
which create buying habits and 
brand preferences. Let us fulfill 
advertising’s purpose—in a clean 
way. 


Fears Advertising’s Opponents 


“Sure we’re a free country—but, 
unregulated, some producers 
would distribute all-nude films— 
unrestricted, some _ advertisers 
would try to sell their wares with 
more openly illustrated ‘bosom 
swells’ and curvaceousness would 
not end until the wherewithal 
were shown. Sure I believe in 
freedom of speech and the press; 
I fought for it. 

“But let’s not invite darts from 
advertising’s opponents, of which 
there are more than many of us 
realize.” 

Rev. William M. Hunter, direc- 
tor, public relations department, 
Synod of New York, Presbyterian 
Church, U. S. A., Florida, N. Y.: 

“So JL, of ‘Who the h—l’ fame, 
wants my ‘expert opinion!’ I wish 
more of my parishioners thought 
so highly of it! He even dangles 
a tempting $25 as bait (on a min- 
ister’s salary $25 is tempting, not 
measly as it is to the dough- 
ridden editor of AA!) ... 


| il i , 


“JL has received dividends by| “Psychologically, the use of sub- 
|his use of h—l. It invoked some | marginal English (as I call the 
response, brought him unbuyable | use of words like damn and hell, 
| publicity—of a sort—in AA. The | which are not taking the name of 
same. ads, used generally, may/the Lord in vain, but which are 
have provoked some undesirable | frowned upon by some people) t 


_. | file os 
oe 2 +2 amd unfavorable publicity. . . 


“If JL wants to use hell or) 


‘damn or any other word, let him, | 


|be a manifestation of one of sev- 
eral personality qualities. 
“1. The person may have an 


| 


Florida paid Uncle Sam $408,340,374 in Federal 
taxes last year. Taxes on individual incomes increased 
to nearly $328,000,000. In 1947, corporations paid 
$64,425,315—twice as much as in 1946. 


This 100% increase in corporation income taxes 
represents phenomenal gains in all phases of Florida's 
business activities during the calendar year 1947, and 
this means expanding payrolls and purchasing power. 
Here is concrete evidence of Florida’s continuing 
sound growth, and the mounting importance of Flor- 
ida as a year ‘round market. 


Florida's three big morning dailies give you family 
coverage’ where 78% of Florida’s effective buying 
income is concentrated. To reach the bulk of Flor- 
ida’s buying power, effectively and at low cost, use 
the Florida Times-Union, the Miami Herald and the 
Tampa Tribune. 


* From 20% to 100% family coverage in 45 of Florida’s 67 counties, 


| 
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812 W. Van Buren St. HAYmarket1000 Chicago 7,1!’ 
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inferiority complex and is trying, 
to appear big to himself and (he) 
hopes) to others by using lan-| 
guage in possibly doubtful taste. 

This is in the same psychological | 

itegory among adults as temper | 

tantrums are among youngsters. | 

“2. The person may be illiterate 
and know no better. 

“3. The person may feel hon- 
estly that others are unduly 
prudish about trivialities and, with 
some courage, expresses his feel- 
ings and opinions in what he con- 
siders colorful language. 

“4. The person may be trying 
to pull someone’s leg, either in- 
dividually or collectively. 

“5. The person may feel that 
use of such words is morally 
wrong, but he prefers to think of 
himself as a big, bad sinner. (This 
is a possible corollary of No. 1.) 


Uses Without Apology 


“Personally, I frown upon the 
use of the names of the Deity as 
being a violation of one of the 
commandments of God. This is 
worse than poor taste: it is blas- 
phemous. However, the use of 
damn or hell is not in this cate- 
gory. I use the words, but usually 
in the purely theological sense, in 
their original, unvarnished mean-| 
ing, without apology, now and/| 
then. 

“Evidently, JL’s use of hell in| 
his AA ad had a high ratio of | 
pulling power in his special audi- 
ence. Personally, I didn’t give a| 
Tinker’s damn ‘Who the hell is| 
JL,’ until this matter came up in| 
the V.O.A. department. I wasn’t | 
offended by his approach; I was 
simply lacking in interest. He 
did, though, appeal to a _ suffi-| 
ciently large number to feel rd 
approach was successful. Yet he 
wouldn’t have gotten to first base, | 
I feel, in a church periodical, with | 
that particular method. 

“I do not presume ‘to judge | 
JL. . Only he can judge him- 
self! 

“If he is Person No. 1, he needs | 
a good psychiatrist. If he is Per-| 
son No. 2, he needs more educa- 
tion. If he is Person No. 3, he 
may be tilting at windmills, miss- 
ing the really important issues. 
If he is Person No. 4, he may be} 
a practical joker of some skill at | 
getting attention. If he is Person | 
No. 5, he has a mistaken notion 
of what is and is not sinning, and 
he needs the counsel of his pas- 
tor! 

“By the way, 
JL?” 


who the hell is! 


Thinks It’s O.K. 


Paul R. Fritsch, Cuyahoga Falls, 
O.: 

“ADVERTISING AGE is a work- 
shop for the advertising profes- 
sion, and as such, considerable 
latitude in language or grammar 
should be permissible in it. 

“Enthusiasm, lively thinking 
and ideation are not generated | 
without sparks or heat. To outlaw 
spontaneous mental combustion is 
to stifle growth. 

“Damn _ the 
Jiead!” 

Albert M. Greene, Albert M.| 
Greene Associates, New York: 


torpedoes. Go | 


a copywriter’s mouth, one must 
admit that the customary disci- 
plinary soap rinse has its uses. 
“Of course the vulgar misuse of 
the word as a meaningless ex- 
|pletive constitutes a case of ex- 
hibitionism which psychiatrists 
associate with dementia. 
“Cultured persons aim to excel 
in refinement in everything, in-| Jim Pease, Chicago: 
cluding language. Inelegance is “Little boys (aged anything) 
offensive to good taste. Men of| who cannot resist the opportunity 
science go so far, in creating their offered by washroom walls are 
respective nomenclatures, as to re- | also ardent believers in free 
strict them to terms which are |speech. 
unemotional. | “That is not the observation of 
“The cbject of an advertiser is|either a prude or a purist. I can 
to stir the reader to favorable ac-|cuss right up there with the best 
tivity—not to shock him with|of them, but I try to do it pri- 
something objectionable. True, on/|vately. It isn’t a mere matter of 
some levels, humor is found in the | taste, either. 
shocking; e.g. the lowest class of “There is nothing wrong with 
humor of the savage involved|much of anything that morality 
‘bashing in his head’ or scalping | won't cure, and I say this from 
someone. Today the place for|a purely practical point of view. 
horseplay is the corral. Creation| Plain decency of conduct dictated 
of high class humor requires su- by regard for the rights and feel- 
perior ability. Use of the com-|ings of others, if it could be made 
mon, crude 


cabulary. 
“Finally, as a departure from 
the mores, from standard practice 


restraints, it may be regarded as 
a case of unfair competition.” 


What Do Words Mean? 


fonly a word to most of us. 


founded upon generally accepted | 
lof their erosive power. 


vacancy suggests a deficient vo-;mort of the ills that beset us. 


“However, decency, like hell, is 
And 
strangely, those of us who live 
by words seem often least aware 
Hell is a 
little word, only four letters long. 
Why worry about it? Only a 
chronic viewer-with-alarm would 


entertain the childish notion that | 
into | 
print, other four-letter words may | 


once it has made its way 
follow. 

“Wonder how much JL would 
bet that he couldn’t get maximum 
attention in, say, Life, with a 
headline reading, ‘You bet I use 
Rinso! It’s the best goddam soap 
there is!’” 


‘Always Amoral’ 


J. W. Canaan, WXYZ, Detroit: 

“A word is a noise or a group 
of noises which equal a sign or 
symbol. The symbol or sign iden- 
tifies an article, a form or an idea, 
A word is always amoral. The 
idea or article it denotes, by cer- 


invective to fill a as popular as sex, would end a/tain standards, can be moral or 


| one’s 


immoral but never the word itself. 


‘By the process of verbalization, 


there is no reason why ‘piano’ 
and ‘rape’ couldn’t reverse func- 
tions in the language. Thus, one 
could chord a ‘rape’ and ‘piano’ 
a young girl! It all depends on 
conditioning. Surely the 


punt flies? 
international Nickel Co. 


gets them 
by using 
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in Indoor Display 


elp Stop the Waste 


> 


As many students of indoor display have indicated and as every manufacturer and advertising 


man knows, there is a perennial waste in indoor display: material. Much of it can be stopped if 


we all work at it intelligently. When we say, “Stop the waste in indoor display,” it may sound 


like a scream in the night - 


help advertisers spend their money on winners. 


THE LARGEST WASTE of display material comes from 
non-use by dealers. Some people never test their display 
material — just like it, buy it and ship it because it’s what 
they think they want. Most buyers conscientiously think 
that they give careful thought to size, store-adaptability 


and selling power when they plan displays. 


Sometimes it happens that they are deeply guided by their 


own convictions, their own likes and dislikes, their own 


yet all of us know it is no wild scream but a common sense urge to 


objectives, the company viewpoint, on the product, rather 


than the dealer’s prime interest. 


Frankly, these are all interesting and important, but the 


measurement that counts most is 


-Will the dealer use it? 


Can he use it? Has he got space to display it? Has the dis- 


play got that something called ‘‘dealer appeal’’ that makes 


the dealer want to show it, eager to give space to it? 


Ey McCandlish works with advertisers in two ways: 


“Personally I can’t see anything 
wrong in using the word ‘hell’ in| 
advertising copy. Especially when | 
the copy is directed to advertising 
men in a trade paper. Lord knows 
that advertising men are no angels 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 
already developed their display 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 


reproduction. 


and have been kicking around 
words much stronger than ‘hell.’ 

“Of course, advertising copy di- | 
rected to the gals and to kids) 
must be toned down, for obvious 
reasons. But if you want to get) 
4 rise out of the advertising fra- | 
ternity, using ‘hell’ is putting it! 
mildly. 

“Best of luck to JL whose ‘hell’ | 
“ngs the bell.” 


‘Unfair Competition’ 
C. W. Sirch, Sirch Filters, Los | 
“ngeles: 
“Without going so far as to say | 
i—l should be the last word in. 


McCANDLISH LITHOGRAPH CORPORATION 
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sound of ‘tree’ holds no signifi- 
cance for a native of China. 


What Happens to Words 


“Many general type words as- 
sume specific meanings; viz., auto- 
mobile means Ford, Chevrolet, 
etc., and no one confuses the sub- 
titles. By the same token many 
specific words throughout the 


years take on a multitude of) 


meanings; viz, ‘bastard’ is no 
longer associated with illegiti- 
macy, but is labeled upon a per- 
son disliked. One man’s ‘bastard’ 
may be another man’s ‘buddy.’ 
‘Communist’ no longer means a 
shade of a political philosophy; it* 
has evolved into an adjective 
meaning anyone who doesn’t 
agree with the writer or speaker 
on most any issue. 

“‘Hell’ has undergone the 
ridiculous transition of expressing 


*Direct Image 


What Is 
DIRECT IMAGE? 


Reproduction by DIRECT application 


of: 
Carbon (by typing, vari-typing, 
multigraphing, printing, etc.) 
Special Ink (by brush or pen) 
Crayon or grease pencil 
to aluminum, plastic or special paper 
master plate and run on the Multilith. 
Plate preparation costs compare fa- 
vorably with the cutting of stencils. 
Running costs are low. Maximum 
sheet size is 10° x 14” with copy 
possible to 9% x 12% centered there- 
on. Ruling is very simple and eco- 
nomical. For certain types of letters, 
announcements, work forms, booklets, 
inserts, reports, ete. the 
speed, economy and extreme flexibility 
of Digest Image is often advanta- 


shop should be equipped 
to produce Direct Image for you if 
and when your jobs require. 


Next: Hectographing 


WILLIS SERVICES 


Complete Letter-Shop Facilities 
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lany condition or state for which 
'the speaker lacks an adequate 
modifier. Here in Detroit, the 
summer months are ‘hotter than 
|hell.” However, the winter months 
}are ‘colder than hell.’ Some sales- 
men are ‘faster than hell,’ while 
|others are ‘slower than hell.’ Since 
a living language is not static, 
‘anyone offended by the use of a 
term which has obviously lost all 
vestige of its original meaning, 
presupposes a definite need of ex- 
pansion to avoid being bruised 
daily. 

“Taste being subjective, the 
rules of pragmatism prevail; how- 
ever, criticism is based on the 
analysis of organized experiences. 
So, if Mr. Jensen feels ‘hell’ un- 
tasteful, no one can deny his in- 
tuitive reaction; but few can feel 
as he does because ‘hell’ to many 
simply means no cigarets, a tight 
collar, or a two dollar raise when 
opening with kings. Today the 
sound of H-E-L-L signifies non- 
sense at best. So—what the hell!” 


Offense Is Possible 


Eric Zimmerman, advertising 
manager, Railway & Industrial 
|Engineering Company, Greens- 
burg, Pa.: 

“I agree with Mr. Jensen (‘who 
ithe H— is JL’) and would say that 
it is not good taste. 

“First—even though we all use 
‘it to color our conversation, its 
| very meaning should forbid an 
| approval for use in a formal state- 
| ment such as advertising. It is a 
‘symbol of torment and damna- 
‘tion, and therefore is negative to 
|progressive thought. 
| ‘“Second—the use of swearing 
is usually a weakness in vocabu- 
| lary, and therefore should not be 
encouraged. We recognize it. We 
'recognize crime, but do not ap- 


CARE AND FEEDING 
OF PRESIDENTS 
DUN’S REVIEW 


prove. 

“Third—even though we may 
not be offended by reading ‘Who 
in the h— is JL,’ we would not 
want to read a similar expression 
on every page of a publication. 
Thus it would become vulgar and 
sloppy reading and not good taste.” 

Jesse H. Neal, Carmel, N. Y.: 

“What the heck is all this con- 


infernal regions? It’s okay, I as- 
sume, to say: ‘Hell has no fury 
like a woman scorned,’ but not, 
‘the scorned woman was as furious 
as h—1l.’ One can say: ‘It is the 
site of a notorious gambling-hell,’ 


gambling.’ Or again, using an- 
other alleged naughty word, 
perfectly proper to write, 
play was 
praise,’ but not, ‘the play received 
d—n faint praise.’ Silly, isn’t 
eee 

“The question to me is whether 
it is better to go back to the 
ponderous elegancies of the 
Norman-French elements of the 
language or employ the blunt, 
forceful, pungent phrases of the 
Saxon type. Fancy-dan footwork 
may be pretty, but I prefer the 
straight punch to the jaw.” 


A Smart Promoter 


E. B. Weller, Boston: 

“In concealing his identity, JL 
is doubtless aware that ‘h—l’ is 
probably derived from the Anglo- 
Saxon helan, meaning ‘conceal.’ 

“Incidentally, in his judicious 
use of ‘h—1l,’ JL is in quite re- 
spectable company, including 
Shakespeare and the Bible— 
though the sense in which the 
word is used is materially differ- 
ent. (A high Australian compli- 
ment is to cally a man ‘a b——y 
fine b————d’!). 

“As to JL himself. He, being 
a smart promoter, and knowing 
his markets, I am _ persuaded 
wouldn’t use ‘h—l’ in copy ap- 
pearing in, say, The Sunday School 
Times. Addressing a psychologi- 
cally different (more mature and 
sophisticated?) market—as AA 
readers, in the main—he astutely 
applies the ‘dash of salt’ which 
adds savor to his wares.” 


Planet Goes Screwy 


planet’s gone screwy! 

“So you wanna know whether 
words like h—1 ‘are permissible 
in advertising in general, in AA in 
particular. . .’! 

“Stand in a corner and wash 
your mouth with Super Suds. 

“Was you Ad-libbing, Page 12 
same issue, when you give the 
whole damn state of Wyoming 
|hell: ‘The trend of our times is 


‘toward population concentration, 


,and 


troversy about propriety of using 
a four-letter word meaning the! 


but not, ‘It is a h—1 of a site for | 
gets his through both peepers with 
it is|big slivers of neo-atomic glass 
‘The |from the good guy. 

damned with faint | 


Lem, Lem’s Laboratories, Inc., | 
Philadelphia: 
“Now I’m sure the whole! 


the medieval (get that!) 
scholastic discussions about the 
number of angels(!) who could 
stand on the point. . .’ 

“Get the point and I ain’t need- 
ling—ah,—don’t say it!—we should 
all of us stick toward population 
concentration, and_ selling our 
product,—AA, baked beans, under- 
water-pens, falsies, and Lem-O- 
Dine . . . what the hell is Lem-O- 
Dine! 

“One thing more. Those kids 
‘you know who might read’—I’ll 
spell it out—h-e-l-l—in our ads. 
So I did a piece of research. Read 
the question to my nine-year-old. 
Tore him away from a comic 
where a dirty rat of a hi-jacker 


“Said Junior—and I quote— 
‘Why the dopey old—x x x!!! 
winieial TL CTT Tr IxcX p Z’s!’” 


The Percentage Approach 


George F. Penny, Cook-Waite 
Laboratories, Inc., New York: 

“Let’s be practical. Yes, JL’s 
use of ‘hell’ probably increased 
the readership value of his adver- 
tisement. But did it sell as many 
of its readers as it might? Let’s 
list the readers of his advertise- 
ment in the following five cate- 
gories. I believe that the list will 
answer for itself. 

“1. Readers who admire 
profanity and will go out of 
their way to buy .......... 

“2. Readers who don’t give 
a er ‘tinker’ and will buy if 
he has something they want.. 

“3. Readers who might buy 
if he has something special, 
but subconsciously resent or 
deplore the use of the word. .40% 

“4. Readers who tsk-tsk 
the use of the word and won’t 
buy for that reason......... 40% 

“5. Readers who aggres- 
sively resent such ‘bad taste,’ 
who won’t buy and who fur- 
ther will nurse a_ grudge 
against the advertiser....... 10% 

“Juggle these percentages 
around to suit yourself, but I 
think that you will always find 
the answer in favor of the con- 
servative advertiser, and the ‘h—l’ 
with ethics or etiquette.” 


A Couple of Admirers 


Helen G. Davis, New York: 

“I appreciate JL’s point of view 
and believe he is perfectly justi- 
fied in using the word ‘hell’ in his 
advertisements in ADVERTISING 
AGE or any other advertising or 
trade magazine. In the case of 
newspapers or consumer maga- 
zines, however, it would be a dif- 
ferent question.” 

Roger W. Pepperd, advertising 
manager, Insul-Wool Insulation 
Corporation, Wichita, Kan.: 

“Who in the hell is JL? 


1% 


9% 


His 


Advertising 


age, 


frankness, apparent sincerity and 
obvious honesty certainly should 
be a cornerstone for the entire 
advertising profession to raise an 
eyebrow to. 

“Today’s world is streamlined. 
Advertising, to keep up, had better 
knock off a few square corners. 
If the word ‘hell’ fits the time, 
place and situation ... use it! 
If you don’t, someone else will.” 


Spoken, But Not Written 


David Maslan, Kansas City, Mo.: 

“Advertising’s only purpose is 
to sell. It may be a product, place, 
service or idea, but the purpose is 
to sell it. 

“Now, if in any way, some pros- 
pective buyer is given an adverse 
feeling toward the advertised 
item through the advertising mes- 
sage, that means a lost sale and 
perhaps an active campaign 
against buying. 

“When an advertising message 
contains the word ‘hell’ and kin- 
dred words or word combinations, 
many individuals and groups are 
deeply offended. Their religious 
feelings are rubbed the wrong 
way. Naturally, they won’t buy 
the item, idea or whatever is be- 
ing hawked. And, should the 
words become too distasteful to 
the public, one or more religious 
or civic groups will take up ver- 
bal cudgels and make the culprits 
mighty sorry. 

“Even though ‘hell’ and its kin 
are accepted in society’s best con- 
versations, the same words writ- 
ten in advertising are in bad taste 
and offensive. 

“The use of ‘hell’ and other 
cusswords in conversation has al- 
ways been the sign of a limited 
vocabulary and the lack of imagi- 
native adjectives, adverbs and 
nouns. Why shouldn’t the use of 
these words in advertising copy 
indicate the same lack in the 
agency’s creative minds?” 

That’s all for now. We’ll quote 
from other interesting letters on 
the subject in next week’s issue. 
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The Eagle Magazine with 1,052,000 circulation, is the fastest growing 
fraternal publication in its field, and the following figures taken from 
Standard Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE 
Eagle . . . 
Elks. . e ° 
Foreign Service . 
legion 1. « 


MAXIMIL MINIMIL 
- « 8.74 3.56 
. 5.10 4.84 
 « 442 4.12 
- «+ 8.24 7.84 
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$ are Your Governor Calls You To 
stows thelp the Hew National Guard 
— Ulew 
buy GOVERNORS of ail 44 states, Hewail, BUSINESSMEN — give your Guardsmen 
s be- Puerto Rico and District of Cobumbia urge employees regular mulitary leave to aitend 
the every Americea — urge you to help the summer camp ~—— in addition to thew regu- 
new National Guard io your commoenity, lar vacations 
ul to YOUNG MEN—ofler your services to your HOMEMAKERS —encourage your ment 
. country for a few hours cach week—enlist in their Guard activities and tell othgr 
gious today to the new Nanonal Guard. women shout the mew Naeponal Guard. 
ver- 
Iprits MmMenican 
ever” SOMETHING For oo to coast Be 
cin DE a Met me CORO erat : 
con- , tine ” 
writ- OPENS ‘48 DRIVE—The National Guard of the United States opens its 1948 
taste campaign with this page in Collier's, Life, Look and The Saturday Evening Post. 
Using pictures of the governors of the 48 states, Hawaii, Puerto Rico and the 
other District of Columbia, the copy urges citizens to back the guard units in their 
- a. communities. Gardner Advertising Co. handles the account. 
mited s ¢ n | 
magi- | Makelim Centralizes PR Keith, Slocum 


and Makelim Associates has central- 
ized public relations direction for 
its three offices—New York, Chi- 
cago and Hollywood—in the 
Hollywood office, and has added 
John Paul Andrews, George Gale, 
Robert McElwaine and Edwin 
Duzan to its executive staff. New 
accounts, for which the agency is 
handling advertising and public 
relations, are Hugh Harmon Films, 
Martin Murray Productions, Caro- 
santi perfume, Victor Valley Es- 
tates and Vital Products Company. 


Two Appoint Cory Snow 


Cory Snow, Inc., Boston, has 
been appointed to handle the ad- 
vertising of Mail-N-Save, Quincy, 
Mass., the mail order division of 
Albee’s Photo Service, Inc., Brain- 
| tree, Mass., and Uneeda Termite 
| Service, Inc., West Newton, Mass. 


xt 


and Stanford 
to Address ANPA 


New YorkK—The Bureau of Ad-. 
vertising, American Newspaper 
Publishers Association, will em- | 
phasize the newspaper medium’s | 
expanding program of collabora- | 
tion with national advertisers at 
the “Bureau” session, April 21, of 
the annual ANPA meeting here 
April 20-22. 

Principal speakers at this ses- 
sion will be Robert J. Keith, ad- 
vertising director, Pillsbury Mills, 
Inc., Minneapolis; Richard W. Slo- 
cum, chairman of the bureau and 
general manager of the Philadel- | 
phia Bulletin, and Alfred B. Stan-| 
ford, bureau director. | 

Mr. Slocum will summarize) 
newspapers’ national advertising | 
progress in 1947 and will report 
on the bureau’s expanded “per- 
manent reorganization,” begun 
last January when Mr. Stanford 
was named director of all its op- 
erations, following the retirement 
of William A. Thomson. | 

Edwin S. Friendly, New York 
Sun, chairman of the bureau from 
1932 to 1941, will pay tribute to 
Mr. Thomson. George E. Gil- 
bertsen of John W. Cullen Com- 
pany, Chicago, president of Ameri- 
can Association of Newspaper 
Representatives, will discuss co- 
operation between the AANR and 
the bureau. Harold S. Barnes, as- 
sistant director, and John Giesen, 
retail director, will give case-his- 
tory reports of bureau activities. 
Irwin Maier, Milwaukee Jour- 
nal, vice-chairman of the bureau’s 
governing board, will conclude the 
session. David W. Howe, the Free 
Press of Burlington, Vt., president 
of the ANPA, will preside. 


Kane Agency Appointed 

Kane Advertising, Bloomington, 
Ill., has been appointed to handle 
all advertising and publicity 
of Myers-Sherman Company, 
Streator, Ill. Media plans include 
the use of farm publications and 
direct mail to feature the com- 
pany’s Ford line of farm, portable 
and industrial hammer mills and 


electric milkers. 


When you see advertisements for the same concerns— 
large ones, medium-sized, and small—published regularly in 
Our Sunday Visitor and The Register it is a SURE SIGN that 
these advertisers are getting profitable results. 

When you elect to reach these 1,300,000 larger-than- 
average families through the pages they turn to every week 


with respect, confidence and affection, you can rest assured 


that you have rightly read the ‘‘sign’’ for successful returns. 


Cc. D. BERTOLET & CO., INC. 
Advertising Representatives 
poreaeen os es san 
30 N. Dearborn St., CENtral 0481 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 
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Wants a Mite of 


Credit in B. B. Success 

To the Editor: “B.B., in Year, 
Becomes ‘Largest Selling Pen’!” 
(ADVERTISING AcE, March 29). We 
here at Bodine and Meissner (not 
Meiser!) look with somewhat 
jaundiced eye at that statement. 
For it was during that year—and 
what a year—that this agency put 
in a few strenuous hours helping 
promote this company. 

Your reporter is correct. Pro- 
duction jumped during 1947 to a 
peak of over 2,000,000 pens in Oc- 
tober. We relinquished the ac- 
count Dec. 31, 1947. We're not 
“mad at anybody” for we realize 
that this is frequently the penalty 
of being small. We are, however, 
proud of the part we played in the 


ae 


This department is a reader’s forum. Letters are welco 


‘and, by golly, we want it in the 
record. 
Epwarp A. BopINE, 
President, Bodine & Meissner, 
Los Angeles. 
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Cream of Wheat Comics 


Justified, He Thinks 

To the Editor: [Referring to the 
Creative Man’s comment on 
Cream of Wheat’s use of Li’l Ab- 
iner.] “What impresses you in 
Youth—you take on in Maturity.” 
| When millions are prospective 
| customers—with new babies born 
as a new generation every day— 
‘it seems to me—copy appeal may 
depend for maximum sales, on the 
age audience. 

The younger generation read 
| Li’l Abner with avidity and swal- 


amazing growth of the company | low the product’s name as a part 


co Mad 


me. 


(of the entertainment meal. 

So, you tell them today and sell 
‘them tomorrow. 

From this psychological angle— 
|'Cream of Wheat gets its message 
to youthful readers who may also | 
|be good persuaders in asking 
|Mother to buy Cream of Wheat— 
‘today. 

Li’l Abner has a wide age range 
appeal. The old folks like the un- | 
expected twists which jog the im- 
agination out of its ordinary men- | 
tal ruts. 

When it comes to weighing ac- | 
tual results —research might re- 
veal the astonishing fact that ma-| 
ture minds picked up the Cream | 
of Li’l Abner but failed to reg- 
ister Cream of Wheat. 

Readers of advertising have 
shown a sound response to adver- 
tising that answered their un- 


It Takes Two To 


+ ee aad 


Times-Picayune daily 
162,824* 


States daily 88,688* 
Sunday .... 267,356* 


* ABC Publishers’ 
Statement, 6 months 
ending Sept. 30, 1947. 


Owning and Operating 
Radio Station WTPS and WTPS-FM 


EARN GREATER PROFITS IN THE 
SOUTH’S GREATEST MARKET 


* Landing gamefish is a two-man job .. . and so is the 
job of capturing the South's greatest market. 

Strike first with the sure-aim morning Times-Picayune 
that's read by over 160,000 prospective purchasers 
_ . . follow with the telling evening States that brings 
your message home to over 88,000 (largely undupli- 
cated) readers. 


Two ready-to-buy audiences with one low-cost cover- 
age when you put the combination morning Times- 
* Picayune and evening States to work for you! 


THE TIMES-PICAYUNE 
NEW ORLEANS STATES 


—se- 
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Representatives: Jann & Kelley, Inc. 


|On the other hand, a two-fisted ad 


voiced questions. 
Advertising should be substan-| 
tial news about any given prod- 
uct. On this basis customer ac- 
ceptance is built up by “rolled up 
sleeve advertising.” Such depend- | 
able campaigns may allow quality | 
products to ride on the crest of | 
enjoyable entertainment as _ re- 
minder copy—and increase sales 
because of former momentum. 
Personally, I have read many 
comic strip ads and have been 
unable to tell who sponsored them. 


with facts has hit me so hard I 
brought home the first purchase of 
the product. It did something to 
stimulate me to immediate action. 
I believe Li’l Abner has its 
place as reminder copy —but I 
think playtime copy should be 
preceded by plenty of creative, 
informative, attention compelling 
copy that stimulates desire to try, 
buy, or possess — exciting confi- 
dence to make the first purchase. 
Quality makes the repeaters and 
an easier path for Li’l Abner. 
I. OrvaAL SMITH, 
Western Newspaper Union, 
St. Louis. 


7 wo 
Changes Credit Line 

To the Editor: In a recent 
article, you stated that Arthur 
Ramsdell of Weiss & Geller cre- 
ated the Luke and Lucy series for 
Reid Murdoch & Co. 

This statement is in error, and 
Mr. Ramsdell and I are anxious 
that you correct it in your next 
issue, giving due credit to our 
vice-president and art director, 
Lee King, who in cooperation 
with Irving Auspitz, also vice- 
president and creative director, 
developed this entire series. 

Epwarp H. WEIss, 

President, Weiss & Geller, 

Chicago. 

[Editor’s Note: If the statement 
was in error, the error was not 


| 


ee | 


ae | 


" |particularly effective in producing 
ithe desired results and as business 


Member ANANetwork 


AA’s, as is perhaps evident from 
the fact that another publication 
made the same statement three 
weeks after AA carried it.] 

a a 


Adapts D.M. Ideas 


to Newspaper Ads 

To the Editor: Herewith please 
find copies of direct mail pieces to 
our dealers and follow-up news- 
paper ads which we ran in the 
Denver Post. 

The direct mail pieces were 


“Workin’ Like a Beaver”... 


Yes he BK Sweeney ? Company 6 Worker Like a Beaver 
arages and wervue € fos he 


SPAMCHES WH ALAMOSA CRAIG, GOTELET, 
GRAND JUNCTION PUESLO AMO STERLING 


WHeLesare BisTersurens 


| WORKER—This is one of a series of 


_ ads B. K. Sweeney Electrical Co. ran in 

the Denver Post, adapted from, and 

| following up, a direct mail series to 
dealers. 


main and branch stores, the news- 
paper ads, too, seem to have done 
‘the job. 

First to be mailed, of the D.M. 
pieces, was the “Beaver,” followed 
by the “Kangaroo,” “Whale” and 
“Park-On-The Spot.” Then again 
the “Kangaroo” and “Whale” in 
the Denver Post. 

The D.M. jobs went to some 
1,500 garages, service stations and 
automotive parts dealers. 

Layouts and copy on each were 


done by myself. Artwork and 


Advertising Age, Aprt , 1948 
printing on D.M.’s by Bradforc 
Robinson Printing Company, Den- 
ver. 

As an interested reader anc 
subscriber to your excellent and 
newsworthy publication, I woul: 
much appreciate your comment: 
and criticisms on this campaign. 

PHIL SPECK, 

Advertising Manager, B. K. 

Sweeney Electrical Company, 

Denver. 
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Tragedy Inspires 
Ad ‘from the Heart’ 


To the Editor: On Saturday, 
Feb. 21, a six-alarm fire—one of 
the worst in the history of down- 
town Pittsburgh — completely de- 
stroyed the 60-year old, five-story 
Jackson building. The fire also 
killed two people and caused an 
estimated $200,000 damage — in- 
cluding the absolute destruction 
of “Pittsburgh’s Oldest Optical 
House,”’ Diamond Opticians. 

On March 1, the ad on the at- 
tached tearsheet appeared in the 
Post-Gazette. It was written by 
Edward J. Diamond, manager of 
the optical firm. 

He wrote it one evening before 
his wife called him to dinner. He 
wrote it on the back of an en- 
velope—and he wrote it right from 


"DESTROYED BY FIRE! 


We heve lived through three terrible floods. and sow 
Be completely 


CSTABLISMED 1866 
Suergency Optical Services: Room 358, Roosevelt Bote! AT 7700 


the heart. He told just how he 
felt about the 92 years of skilled 
service his family had given the 
Pittsburgh community—and of his 
hope for the future. 

But there was a lot he left un- 
said. 

He didn’t tell of the disastrous 
flood that 12 years before had 
swirled 10 feet of muddy river 
water through the firm’s offices; of 
the damage that flood did; or of 
the fight to rebuild. 

Nor did he tell of his son—a 
veteran of World War II, just as 
he is of World War I—who is now 
in his fourth year of studying op- 
tometry at Pennsylvania State 
college in the family tradition. 

The original head for the ad 
was “Through Hell and High 
Water.” 

We think it’s one of the most 
effective and unusual ads we've 
ever seen and a good indication of 
the vitality and feeling that can 
be put into advertising copy at its 
best. 

FREDERICK N. LOWE, 

Public Relations Director, 

Pittsburgh Post-Gazette. 
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‘One of the Best’ 

To the Editor: Just want to tell 
you that I think your service ‘0 
readers—ordering special surveys 
and documents via ADVERTISING 
AcE—is one of the best I’ve run 
across in a long time. 

Ordering these special reports 
through you saves me much time, 
and also increases our files with 
material that I didn’t know was 
available. Each report has been 
received within a short time aft*r 
the order placed and has helped 
considerably in research projects. 

RutH L. Ratny, 


Librarian, Foote, Cone & 


Belding, Chicago. 
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Ad, PR Approach — 


nation’s largest life insurance com- 
pany were described at the pub- 
lic relations forum of the Institute 


SYMBOL—The Treasury Department is 

using this town crier symbol for promo- 

tion of its Security Loan drive, April 
15-June 30. 


Madden Outlines 
Metropolitan Life 


New YorK—The public relations 
and advertising techniques of the 


f Life Insurance and Life Adver- 
isers Association by James L. 
fadden, second vice-president, 
fetropolitan Life Insurance Com- 
any. 

Mr. Madden, explaining the re- 
ation of a company to its policy- 
iolders, warned that the intan- 
bible nature of life insurance im- 
lies closer attention to policy- 
olders’ views. He described the 
work of Young & Rubicam in poll- 
ng Metropolitan policyholders to 
et viewpoints, adding that “it is 
bot so important to have precisely 
orrect statistical percentages ... 
s it is to know that a substantial 
umber of policyholders hold a 
ertain view.” 


tl 


| ness record of the preceding year, 
and uses 734 newspapers to carry 
ads summarizing its business op- 
erations. Leaflets are sent from 
the company to its agents, dealing 
with various phases of the opera- 
tion. 

The company makes strenuous 
‘efforts to keep its employes in- 
‘formed about its operation and 
achievements, and has prepared 
|two movies covering its functions. 

Metropolitan, like other life in- 
‘surance companies, has a strong 
stake in the national health; health 
messages are carried by ads in 
magazines, closely following prog- 
ress in medical science and cur- 
rent thinking on matters affecting 
health. Similarly, “good hints for 
good health,” one-minute radio 
spots, are slotted on news broad- 
casts. These are concentrated in 
the cities where Metropolitan has 
65-70% of its business. 

Since July, 1946, the company 
has received more than 525,000 
requests for copies of health book- 
lets on various subjects. 
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More and Better 


Negro Market Info 


Essential: ‘Ebony’ 


| CuHicaco—Noting the rise in 


| linage in the Negro press, the fact 


| that all leading Negro newspapers | 4 3 
|are ABC members, and the recent | convinced of its potential. 


| $40,000 brand preference survey 


by Interstate United Newspapers, 
Ebony nevertheless insists that 
|“many colored admen still haven’t 
| learned the art of advertising their 
own business.” 

In an article titled “The Brown 
| Hucksters,” in the May issue, the 
magazine reviews the accomplish- 
ments of some 40 outstanding 
colored advertising and marketing 


of Interstate United Newspapers; 
Joseph B. LaCour, manager of As- 
sociated Publishers, and William 
B. Graham, colored ad agency 
head. 

The magazine recalls the post- 


|} war rush by manufacturers to 


|}completely sold if the country’s 


|; work the “undeveloped” market 

of 14,000,000 Negroes, and the un- 
|conventional methods which often @® 
| were employed. 

| However, Ebony concludes, “de- 

| spite rays of hope on the horizon, 

| the Negro market will never be 


,300 advertising agencies are not 
The 
bottleneck that still impedes sell- 
ing these agencies is inadequate | 
and inaccurate data on the nature 
of the buying public.” | 


KOMO Increases Power 


KOMO, NBC’s Seattle affiliate, 
has increased its power from 5,000 
to 50,000 watts day and night. 


men, including William G. Black | 
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Surveys Help 
| 


He cited two instances where | 
urveys helped Metropolitan Life. 
During TNEC days, industrial in- 
urance was under attack as 
burial insurance”; Metropolitan 
vestigated 1,018 death claims in 
60 districts in 22 states and} 
~arned that in 48% of the cases 
1¢ industrial insurance repre- 
nted the only benefits to the 
mily, while 86% of the families 
ad funds left over after paying 
irial costs. 

Also, in SEC hearings, the 
arge was made that low-income 
oups were high-pressured into 
lying industrial insurance, with 
msequent overloading and high 
apsation” with heavy losses to 
licyholders. Metropolitan found 
by checking more than 5,000 
milies in Boston—that this group 
high-premium-paying industrial 
milies had a substantially lower 
Pse rate than for the company 
a whole. 


Most Ads Institutional 


Metropolitan’s advertising is 
'gely institutional and educa- 
nal in character. Firmly believ- 
£ in the agent, it thinks that 
he most that can be expected 
Mm advertising is to facilitate 
S activities in some respects.” 
In 1938, the company initiated 
series of 48 monthly advertise- 
nts which dealt with “how a 
© :\surance company operates,” 
Kine up function after function 
d describing them in simple 
guage. Since the agent is fre- 
fntiy the company in the eyes 
policyholders, the ads laid 
av) stress on his importance. 
The company spent $985,000 in 
“favines last year, with copy 
®ss.ng health. 
The company distributes a re- 
tt ‘o policyholders on the busi- 
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you can coun! on. 


No Wonder 
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IHAMPIONSHIP CALIBER can't be built overnight 
Neither can a really fine whiskey like Fleischmann’s 


Seventy-eight years of patience and experience go into 
every drop of Fleischmann's Preferred. That's why each 
bottle is as good as the last, and fur better than the next 
best you can buy. Fleischmann’s Preferred has character 


FLEISCHMANNS PREFERRED 


BLENDED WHISK! 65% GRAIN NEUTRAL SPIRITS. 
THE FLEISCHMANN DISTILLING CORPORATION, PEEKSKILL, NEW YORK. 


If you happened to see this Fleischmann whiskey ad headed 
“The Champ” in your newspaper, you know that the reproduc- 
tion really did justice to the headline. Like more than 250 other 
national advertisers, Fleischmann has learned from actual experi- 
ence that Reilly pLasticrypes give cleaner, more uniform repro- 
duction—even in a long list of newspapers that use a variety of 


production methods. 


Having produced plastic plates for six years now, we have 
achieved standards of precision which are unmatched in the 
industry. Every PLASTICTYPE is precision-perfect—retaining the 
true fidelity of the pattern plate. Tear-sheets tell the truth. Just 


clip the coupon—and see for yourself. 


Reilly Plastictypes 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MuUrray Hill 6-6350 
CHICAGO + DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 
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Mail me a sample Plastictype, and 
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Philco ‘47 Sales 
86% Over ‘46 


PuHILaperpHia—Sales of the 
Philco Corporation for 1947— 
$226,508,000 — surpassed the 1946 
figure by $104,911,000, an increase 
of 86%. 

In releasing the annual report, 
John Ballantyne, president, said 
the corporation will produce 3,- 


QUALITY... 


photo 
engraving 


BV GHINGION 


PHOTO ENGRAVING COMPANY 


11-17 S. DESPLAINES - CHICAGO 


500,000 radio and television re- 
ceivers and 700,000 refrigerators 
and freezers during 1948, provided 
the supply of raw materials is 
uninterrupted. 

Last year’s earnings totaled $9,- 
631,000—the equivalent of $6.18 a 
share on common stock. In 1946 
the earnings were $3,107,000, or 
$2.13 a share. 

The 1947 production of radio 
and television sets was the largest 
in the company’s history, with the 
television output reaching volume 
proportions during the latter part 
of the year. Company executives 
expect television set sales to ac- 
count for 15% of the total volume 
in 1948. 


Kaiser-Frazer 
Sales, Profits Up 


Wittow Ron, Micu. — Kaiser- 
Frazer Corporation has reported 
net sales of $260,132,988 for 1947, 
compared to $11,504,442 in 1946. 
Net profit was $19,015,677 for 1947, 
compared with a net loss of $19,- 
284,680 in 1946. 

A joint statement by Henry J. 
Kaiser and Joseph W. Frazer, 
chairman and president, respec- 
tively, called attention to the 


progress of the company and said 


in Fort Wayne 


ALLEN-KLAPP CO. + NEW 


| 85,000 MORE 
| INDIVIDUAL 


During the year of 1947 The News- 
Sentinel carried over 85,000 more 
individual daily classified want ads 
. than did Fort Wayne's morning paper. 


This, we believe, is an indication of 
dominance of The News-Sentinel in 
the Fort Wayne market. 


The News-Sentinel is read in 97.8°/, of all homes 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


WANT ADS! 


* 


every weekday. 


YORK—CHICAGO—DETROIT 


“Kaiser-Frazer is well under way.” 

Where the company’s 1946 re- 
port was a grim recounting of the 
problems of obtaining tools and 
parts, steel and engines, the 1947 
recap tells stockholders that the 
net worth of the business in- 
creased from $34,408,872 in 1946 
to $58,299,550 in 1947, working 
capital more than doubled and 
fixed assets jumped from $19,- 
825,353 in 1946 to $31,069,086 in 
1947. 


Mactadden Profit 


Down, Income Up 


New Yorx—Macfadden Publi- 
cations and subsidiary companies 
has reported that although oper- 
ating revenues rose to $14,419,- 
313 in 1947, compared to $13,660,- 
242 in 1946, net profit slipped 
from $1,538,215 in 1946 to $1,299,- 
033 in 1947. 

Macfadden’s principal sources 
of revenue, advertising and circu- 
lation, both showed increases. 

Advertising rose from $6,701,243 
in 1946 to $7,032,029 in 1947; cir- 
culation climbed from $6,547,179 
in 1946 to $7,081,251 in 1947. 

These gains were more than off- 
set by increases in paper and 
printing costs. Paper, which cost 
$2,694,095 in 1946, cost $3,531,565 
in 1947; printing rose from $4,- 
021,110 to $4,412,275. 

The company’s circulation rev- 
enue was the highest in recent 
history, and its advertising only 
slightly lower than its 1945 peak. 


BRISTOL-MYERS SALES 
AND NET DECLINE 

New York — Sales in 1947 for 
Bristol-Myers Company were 
down from the 1946 total of $47,- 
828,189. But the 1947 sales, $44,- 
654,979, were the second highest 
in the company’s history. 


Earnings slipped from $7,045,621 | 


in 1946 to $3,942,810 in 1947. 
“This was not unexpected,” Henry 
P. Bristol, president, reported, 
“for 1946 was an abnormal year, 
for certain of our products, either 
previously rationed or entirely off 
the market during thé war, were 
heavily restocked by the trade. 
Actually, the year 1947 reflects a 
return to a more normal trend. . .” 

Of advertising, the report noted 
“we maintained our advertising 
weight because in a business such 


as ours, advertising is not only the | 


most efficient method of promot- 
ing the immediate sale of its 
goods, but is also essential to the 
protection of that most valuable 
asset of any company of this type 
—its brand names. While a cur- 
tailment in advertising expendi- 
tures would provide temporarily 
higher profits, such action would 
seriously jeopardize the future 


FARMJINCOME SOARS IN BIG AGGIE LAND 


Farm income soared to more than 61, billion dollars in 1947 in the 
Big Aggie Land Five-State Area. Farmers are spending that huge 
income — for everything from cosmetics to caterpillar tractors. Let 
us or the Katz Agency prove that WNAX can sell 
your product in the market with the big income shown 


' *Does not 


ge eee 


include tncome from government payments. 


below. 
1947 INCREASE 
Farm income* Over 1946 
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|growth and earnings of the com- 
‘pany. We fully intend to continue 
our advertising policy which has 
served us so well in the past.” 
|CHESEBROUGH INCOME 
DIPS $281,000 IN 1947 

New York—The consolidated 
‘net income of Chesebrough Mfg. 
Company, for 1947 was $1,493,- 
105.16, as compared with $1,774,- 
834.70 in 1946. 

During the year the company’s 
domestic sales were “slightly 
higher” than in 1946. Gross profit 
on operations, after cost of sales, 
shows that in 1947 the company 
took in $8,240,927, as compared to 
$8,077,204 in 1946. 

Two new products were intro- 
duced at the beginning of 1948, 
Vaseline cream hair tonic nation- 
ally, and Vaseline soapless sham- 
poo (powder) on the Pacific Coast. 
Others are expected by year’s end. 


STROMBERG-CARLSON 
NETS $1,084,149 

RocHESTER — Stromberg - Carl- 
son Company, which increased its 
production of radio and television 
sets 45% last year, reported a net 
profit of $1,084,149, as compared 
to $802,910 for 1946. 

The combined sales of the com- 
pany and its Canadian subsidiary 
were up 50%, reaching a peace- 
time high of $32,190,872, as against 
$21,513,486 for the preceding year. 

Net profit per common share of 
stock, after provision for preferred 
dividends, was $3.50, compared 
with $2.57 in 1946. 


B. T. BABBITT’S SALES 
CLIMB, NET DROPS 

New Yorx—B. T. Babbitt, Inc., 
had net income in 1947 of $2,136,- 
650, compared with $2,501,671 in 
1946. Net sales were $14,742,765 
= 1947, compared with $13,928,- 
/201 in 1946, an increase of 5.8%. 

Alan N. Mendleson, president, 
explained that earnings declined 
14.6% during a sales rise “because 
the company ... was faced with 
|sharply increasing costs of pro- 
‘duction and distribution during 
the year. . . Advances were held 
to a practical minimum in the in- 
terest of consumer good will and 
as an aid in the battle against in- 
flation.” 


GENERAL ANILINE HAS 
SALES, EARNINGS RISE 

New YorKk—General Aniline & 
| Film Corporation reported that its 
1947 sales of $75,009,538 were the 
‘largest in its history and about 
| $11,000,000 more than 1946. Its 
earnings increased to $3,333,250 
in 1947, compared to $3,188,895 in 
| 1946. 

| Despite this showing, Jack Frye, 
president, said “the management 
does not consider that the earn- 
ings from the year’s operations 
were satisfactory and the basic 
factors affecting . .. earning ca- 
pacity have been undergoing care- 
ful study for months.” Chief 
among these is the dependence of 
General Aniline on others for raw 
|materials, with some suppliers in 
|direct competition on sales of fin- 
|ished products. 


'SOCONY PROFIT HITS 
| $97,708,927 IN ‘47 
New YorK—Socony-Vacuum Oil 
Company has reported that its 
net income rose from $58,310,- 
569 in 1946 to $97,708,927 in 1947. 
This mcludes the income of $5,- 
000,000, received as a dividend 
from the Standard Vacuum Oil 
Company, of which it owns 50%. 


Watkins Offers Premium 


R. L. Watkins Company, New 
York, is offering a premium crys- 
| tal dish with the purchase of a 

50-cent tube of Lyons toothpaste 
beginning April 11 on its three 
network programs, in 70 newspa- 
pers in 50 markets and Puck—The 
Comic Weekly and the Metropoli- 
tan Group. Dancer - Fitzgerald - 
Sample, New York, is the agency. 


PABST-ETT PUSH—Four-color pages in 
magazines, and weekly network radio 
announcements will carry Phenix Pabst. 
ett Company's spring and summer pro- 
motion for cheddar cheese. 


Cheddar Cheese 
Gets Spring Push 


Cuicaco—Pabst-ett cheddar 
cheese is set to get a heavy pro- 
motion in Sunday newspaper 
magazines, home service maga- 
zines and by radio, beginning this 
month. 

Phenix Pabst-ett Company will 
use four-color pages in American 
Weekly, the Metropolitan Sunday 
Magazine Group, Family Circle 
Western Family and Woman’s Da, 
to promote its premium offer of a 
cake and pie knife for 35 cents 
and a Pabst-ett package top. 

The company also will make 
announcements of the offer ove 
its Wednesday night, NBC, “Great 
Gildersleeve” program, through 
out the campaign, backed by 3 
point-of-sale merchandising kit. 


First ads carry a recipe and 4 ion 
full-size illustration of the knifeM tjon 
and will be followed with appetite§ yarj 
appeal copy to run throughout tha qres 
summer. past 

Needham, Louis & Brorby di phre 
rects the account. mult 
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Johnston Joins Lukens rag 

Glenn E. Johnston, formerly “y 
special representative of the com | 
posite steel and composite toog 8°" 
steels divisions of Jessop Steeg ®4ve 
Company, Washington, Pa., hag ™é, 
joined the sales development stafm of c 
of Lukens Steel Company, Coatesg — in 
ville, Pa. diur 
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Promotion Men Get 
Some Sober Advice 


run on a cost-accounting basis?’; just one of the many cogs in the | disrepair. 


As I understand it, cost-account- | 
ing sees to it that every operation | 


certainly these days, with adver- 


|tising costs what they are, adver- 


from Creative Man» 


AA's Anon. Critic 
Lays It On Thick | 
at NNPA Meeting 


CLEVELAND—The Creative Man, 
hard-boiled writer of the Creative 
Man’s Corner in ADVERTISING AGE, | 
made his first public appearance | 
before an advertising gathering 
here Tuesday when he spoke to 
the national conference of the Na- | 
tional Newspaper Promotion As-| 
sociation. 

Masking his identity under the | 
cloak of anonymity provided by | 
a transcription of his speech, the 


tising must be so run. You fel- 
lows can create more good will 
for yourselves and sell more space 
if you furnish the facts that en- 
able an advertiser to select his 
media on a cost-accounting basis. 

“There is too much of a ten- 
dency, in your end of the busi- | 
ness, to prove your medium the) 
best rather than the most useful. 
For when you attempt to prove it 
the best, you usually do so in your | 
terms. 
the most useful, you’d be more in- | 


clined to present your story in the 


advertiser’s terms. 
| 


Just a Cog 
“Put yourself in the shoes of an 
advertiser for a moment. Adver-| 
tising—as much as it is the be-all 


| that he gets, not just the greatest 


wheel of his manufacturing and | 
distribution machinery. At one 


‘of a business is scrutinized for the|end he must be concerned with) better is available, advertisers are | come to an abrupt halt. What we 
money it makes or loses — and | production; at the other end, with| having to cultivate sales by giv-| are engaging in now is sampling, 


sales. Just, as in his purchasing, | 


he buys raw materials not just 
for the amount of bulk he can 
get for his money, but for the 
amount of usable bulk, so, when | 
he advertises, he must see to it 


number of readers for his money, | 
but the greatest number of buy- | 
GPs. . - 

“It is my considered opinion 
that you boys—and the whole ad- 
vertising fraternity—are sitting on | 
the edge of a huge abyss. And 


If you set out to prove it| sitting there with you are the/ automobiles that it got by buying 


advertisers of this mighty nation | 
who last year spent more than | 
three billion dollars to acquaint | 
the American public with their | 
wares. For eight years, now, the | 
machinery of production has had | 


the benefit of intense study and | 
concentration, while the wane ad 


Creative Man tore into promotion | and the end-all of your existence | ery of selling has been allowed to 


advertising with the same verve 


and abandon which has marked | 
his comments on consumer adver- 
tising in the columns of ADVER- 
TISING AGE. 

Exercising his AA guarantee of 
free speech, the Creative Man 
started his “speech” by tossing 
some nasty cracks at S. R. Bern- 
stein, editor of ADVERTISING AGE, 
who “introduced” him to the pro- 
motion men, but he soon turned 
his broadsides on media promo- 
tion in general. “It has never 
ceased to amaze me,” he said, 
“that most media promote them- 
selves as if the sole object of their 
promotion were: to sell space to 
their competitors. 


Write for Experts 


“As I tried to bring out in a 
recent column on media promo- 
tion, the advertising and promo- 
tion you fellows dream up for the 
various media you represent ad- 
dresses itself to people who are 
past masters in the coining of glib 
phrases. These boys know the 
multitude of sins that a glib phrase 
is usually coined to cover up. Of 
all people, they are the least likely 
to be taken in by one. 

“If I were an advertiser or an 
agency man, I would want media 
advertising and promotion to tell 
me, as clearly and simply—and, 
of course, as honestly as possible 
—in exactly what way the me- 
dium being promoted fits into my 
sales picture. 

“Right now, for example, costs 
are at an all-time high — manu- 
facturing costs, distribution costs, 
advertising costs. And certainly 
the major item in advertising 
costs today is the increased cost of 
space. 


Advertiser Pays 


“You fellows—or your statis- 
tical departments — can figure it 
out as neatly as you wish on a 
per - thousand - reader basis, but 
when an advertiser gets the bill, 
he still has to pay out more money 
than he paid out before the war. 

“What does he get for this? The 
only answer you fellows have} 
been able to come up with is— 
more thousands of readers. 
Phooey. In the final analysis, an | 
advertiser is interested in pros- 
pects — not readers. How many 
more prospects are you delivering 
hm? The only way he can get 
his money back is, not through | 
more readers, but through more | 
buyers. And it does not neces- 
Serily follow that the more read- 
ers you buy, the more buyers you 
reach. This is a pure statistical 
assumption that is not always 
borne out in fact... 


Must Study Cost 


‘A publication advertisement in 
the Chicago Tribune recently—it 
happened to be for the Metropoli- 
ten Sunday Magazine Group—| 

very common-sense 
‘Should advertising be 


asked this 
Guestion, 


—is only an incidental to him. It’s! run down, to fall into neglect and ' 


|mink coat or finding that, like it 


| 
j 
| 
| 


| 


: SRE as 


soap, and so much soap that it 
“Now the tide is turning, and,| got by buying automobiles—that 
in desperation, because nothing|the whole selling process will 


ing away everything but the/not selling. And it is certainly a 
product itself. In fact, it is next| reflection on the inadequacy of 
to impossible to buy a cake of|marketing information—which 
soap or a box of breakfast cereal | you fellows, in large part, ought 
these days without having to take | to be providing—when an adver- 
a Buick convertible with it or a | tiser has to resort to giving away 


or not, you are being retired on | 
$100 a week for life. | 


Sampling, Not Selling 


“Pretty soon the average Ameri- 
can family will have so much | 
junk around the house—so | 
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BASED ON FIVE YEARS’ RESEARCH, 
POINTS THE WAY TO 

MORE ATTENTION, BETTER ACCEPTANCE 
FOR YOUR PRINTED MATERIAL. 


What are the basic 


physical elements of a good cata- 


log, brochure, calendar, annual report, etc. ? Which 
characteristics add to, and which detract from the 
pulling power of the various types of mailing pieces 
you use ? Are you using the right approach ? 


Our research has uncovered preferences of business 
executives as to sizes, color treatment, illustrative 
techniques and other related data in the vast, hitherto 
unexplored field of sales and industrial literature. 


PREFERENCE- 
TESTED 
FOR 
MAXIMUM 
IMPACT 


S duran Star + Cormipaws Dine 


PRINTERS SINCE 1871 + SIXTH & CHERRY STREETS * PHILADELPHIA 6, PA. 
New York « Boston « Cleveland « Baltimore 


iterature 


PREFERENCE-TESTED PRINTING BY STERN, 


When you cater to these preferences you automati- 
cally step up the pulling power of your own printed 
material. The findings are authoritative—based wholly 
on the depth interview method of field research. 


Get the Facts —No Obligation 


You're welcome to these findings. We'll gladly evalu- 
ate and apply ‘‘preference-testing’’ to your own 
industrial literature. Just fill in and mail coupon 
below. No fees nor obligation — glad to be of service.' 


iene Le ee 

EDWARD STERN & COMPANY, INC. (Dept. 12) | 

Sixth & Cherry Sts., Phila. 6, Pa. 
Gentlemen: 

Tell us how we can step up the pulling power of our printed material. We | 

2 \ would like to apply your preference-testing to our printing. | 

| Company | 

| Indi ya P. * | 

| Street City State | 
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the Brooklyn Bridge in order to 
sell a measly can of beans. 

“If you fellows for one minute 
think you’ve been doing a won- 
derful job, just reflect on the man- 
ner in which hundreds of millions 
of dollars’ worth of space is being 
bought today. Not because the 
media and niarketing experts have 
been able to produce incontro- 
vertible proof that this medium 
and that medium and one more 
should. be on the schedule, but 
because the client's wife happens 
to like a particular publication, 
or because the advertising man- 
ager prefers the entertainment 
given him by one _ publication 
over that given him by another, 
or because the account executive 
is on your free list and likes you 


CAR CARD ADVERTISERS! 


SEND FOR 
FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO. 1004 Marquette Ave , Minneapolis, Mine 


or because of the hot new busi- | 


ness tips you give him or because 
you happen to live in the same 
town together and go to the same 
Lions’ Club meetings. 


‘Promote Sales — Not Space’ 


“This may contribute to the 
selling of space, but it doesn’t 
contribute to the selling of mer- 
chandise, and when the squeeze 
comes—watch out. 

“You'll never sell me one agate 
line of space—because, in my 
position as the Jeremiah of Ap- 


VERTISING AGE, I don’t buy it. But | 


like Lamont Cranston—the 


Shadow, to you—I sit in on ad-| 


vertising conferences, I talk to 


advertisers, I see what’s happen- | 
ing and going on, and the situa-| 


tion is slowly becoming critical. 
So the advice I give you is heart- 
felt advice. In your promoting, 
forget for a moment that you’re 
promoting a particular publica- 
tion in competition with other 
publications; remember that what 
you’re promoting, in the long run, 
is the sales of the advertisers who 


the thought that their network 


His program is the original 


the Mutual Network. 


show. 


availabilities. 


cock an ear at their ringing cash-registers. 


“co-op.” 


rogram is sponsored on 293, 
prog 
If you want a ready-made audience for a 


His Sponsors Alone Make 
a Sizeable Audience . . . 


Sponsored locally on 293 Mutual stations, this famed news 
commentator works for a lot of different local advertisers at 
the same time. He keeps them all grinning happily as they 


Also they enjoy 
program is billed at a low 


pro-rated talent cost and a low local time cost. 


It generally orig- 


inates in Washington, D. C., and is piped to the stations of 
It’s “live’’—and the local sponsor’s 
message (also “live”) is synchronized so well that millions 
of listeners think of the program as the local sponsor’s own 


Since Mutual is 464 stations, and the Fulton Lewis, Jr., 


that leaves some desirable 


client (or yourself) perhaps there’s an opening in your city. 
Call, write or wire the Co-operative Program Department, 
Mutual Broadcasting System, 1440 Broadway, NYC 18 


- or Tribune Tower, Chicago 11. 


| 


brand preferences. 


figures in this area. 
no new ones very soon. 


media, trade associations and 


market data in all fields. 


and it should clearly indicate 
what conditions. 


24 listing should be addressed 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


There is an enormous current demand in the advertising 
field for reliable, up-to-date data on population, retail sales, 
manufacturing, wholesaling, retailing, on buying habits and 


Almost without exception, there are no recent government 
And it seems likely that there will be 


Market data material submitted for inclusion in the May 


TIsING AcE, 100 E. Ohio St., Chicago 11, Ill. 


to Market Data Editor, Apver- 


use your publication; and present 
your publication in that light—as 
a marketing instrument, not just 
lan advertising gimmick. That 
way, and that way alone, can you 
weather the searing scrutiny that’s 
bound to come.” 


THOMAS R. PONTON 


REDLANDS, CAL.—Dr. Thomas R. 
Ponton, 73, editor of Hospital 
Management for the past decade, 
died in a hospital here April 2 
of a cerebral hemorrhage. 
| Dr. Ponton was a national fig- 
| ure in the hospital field for more 
'than a quarter of a century. Born 
in Canada in 1874, he was gradu- 
| ated from the University of Mani- 
toba medical school. He served in 
'the Canadian Army medical corps 
‘in World War I and afterwards 
|for five years was with the Van- 
/couver General Hospital, Van- 


|couver, B. C., as assistant ad- 
ministrator. 
| Dr. Ponton’ represented the 


|/American College of Surgeons for 
|many years, authored medical 
‘books and had been editor of 
|Hospital Management since 1937. 


| _ 
ALBERT C. FULLER 
| CHicaco—Albert C. Fuller, 44, 


| advertising and publicity director | 


|of the Drake Hotel for the past 
two years, and advertising man- 
ager of the Chicago Bears profes- 
|sional football team, died in a 
/hospital here Tuesday after a long 
illness. 

Mr. Fuller directed advertising 
'for the Palmer House here for 20 
|years prior to taking the Drake 
Hotel position in 1946. 


EDWARD ALEXANDER 


CLEVELAND — Edward J. Alex-| 
‘ander, 53, vice-president and di- | 
jrector of Fuller & Smith & Ross, | 
|died suddenly at his home here | 


| March 25. 
| Mr. Alexander served as a Navy 


‘officer from 1917 to 1924, after | 


which he joined F&S&R. He was 
‘an account executive for the 
agency. 


EARLE A. MEYER 

| St. Louis—Earl A. Meyer, 54, 
president of the B-1l1 Beverage 
Company, died here April 1 after 
five months’ illness. 

| Mr. Meyer had a long career 
in newspaper, publicity and ad-| 
vertising work. He was an editor 
|at one time of the St. Louis Globe- | 
Democrat, headed publicity for. 
the American Legion’s national | 
|headquarters and served with J. | 


| Walter Thompson Company and 
|other agencies. In 1940 he entered 
'the beverage business as president 


KTLA Signs Four 
New Sponsors 


KTLA, Paramount’s Los An 
| geles television station, has pick: 
|up four new sponsors, making 
|total of 16 advertisers who ha: 
signed term contracts with the sta 
_tion during the past six weeks. 
| The list of new clients includes 
Kierulff & Co., Motorola dealer, 
| 26-week spot campaign through 
|W. B. Ross & Associates; Alpha 
| Beta Food Markets, 13-week par- 


‘mma, 


But advertising media, trade associations and other groups i Asotin a oe 
are estimated to spend well over $5,000,000 collecting such Gadget of the Month Club, 2% 

P ‘ . ’ -Bdoar 
market data covering their own fields. Reports of new studies week participations through foromo’ 
appear from time to time in the “Information for Adver- | Davis - Harrison - Simonds, and | 
tisers” column on the editorial page of ApverTIsING AGE, and | Walco Sales Company, distribu- ee 
have proven exceptionally popular with readers. tor of Walco Tele-Vue lens, 13- the ° 

Now, ADVERTISING AGE proposes to bring together, in one _week spot drive, through Scheck § atio 
master list, all possible market data issued by advertising | Advertising Agency, Newark, N. J. aging 
others. The data will be de- | — a 4 
scribed briefly, and classified by type of market or geographic Milligan to ‘Liberty’ m+ | 
area, thus providing a comprehensive index of all available Sdn 5, Silat tan tated the ore 
All advertising media are invited to submit market studies Pe tigg Ane Bagge MI nt Rr nebo 
or compilations for inclusion in this master list, to appear in ager of Syndicate Selling and Na- : t 
the May 24 issue of Apvertistnc Ace. To be included in the |tional Furniture Review, New ~~) wd 
listing, material must deal with market facts (booklets or York. cr bars 
brochures which contain media data only will not be listed), — 
whether the material is avail- wyanes 
able for distribution to advertisers and agencies, and under mene tr 
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of the newly formed B-1 Beverage lespite 
Company. he onl 
= Hoing 1 
LESTER E. MOFFATT ob.” 
| New York—Lester E. Moffatt, R t A D bt R S Hi iP > 
59, editor of Electrical Merchan- 
dising since 1930, died here March FIRST-READ and BEST-READ } The | 
/31 following an emergency opera- ; ance ¢ 
ion. — cause of outstanding editorial conte@early, — 
From 1918 to 1920 Mr. Moffatt| geared to the interest of dealer-owne vedas 
was sales and advertising man-| FRR. is thei blicati ee 
ager of Stealite Electric Products Se a ee owes S| 
Company here, and from 1920 to 4 i 
1924 operated his own advertising - ; ip 
agency here. He had served with ‘KEY MEN” Circulation gia 


Electrical 
1924. 


LEON OSTERHOUT 


Merchandising since 


GRAND Rapips, Micu.—Leon B. | 


Osterhout, 67, with the former 
Vern C. Divine Advertising 
Agency in Chicago and in charge 


85% of well-rated implement deale 
belong to the National Retail Fa 
_ Equipment Ass’n. These “KEY ME! 


place the orders and sign the chec 


| You'll reach them most ef- 


fectively in F.E.R. 


eed fc 
“The 
titute 
vith pi 
And on 
ave t 
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of advertising for the Western = 
Newspaper Union before moving | ef- erned, 
here in 1933, died here April 5.| [Adami equipment 4 fm our 

My 1018 Locust st. maven’t 


Mr. Osterhout was a tax account- 
ant. 


ST. LOUIS 1, MI 


| Official Publication - National Retail Farm Equipment Ass 
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Griswold Urges 
Executive Status 
for Promotion Men 


(Continued from Page 1) 
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Sessions were presided over by 
Russell Simmons, Cleveland Press, 
who was in charge of the confer- 
ence program. 

| The Editor & Publisher promo- 
tion awards were announced at 
' the afternoon session Monday, fol- 
lowing which that publication was 
| host at a cocktail party. Dinner 


/and entertainment were arranged | 


for by the local committee, with 
Cleveland newspapers acting as 


par-gitself segregated in the niche of| hosts) A cocktail party was given 


1 P ithe advertising manager or the 
pany; Mcirculation manager or both. To| 
, 26-fido a real public relations job, the 
Ugh B>romotion manager must be on a 
and management level comparable to 
= the advertising director, the cir- 
, meulation director and the man- 


N. J. #pging editor, because public rela- 
tions is a management function. 
“I don’t say that all promotion 
managers are ready to take ex- 
ecutive responsibility on this level, 
but I do say that most promotion 
managers should be able and will- 
ng to take these responsibilities 
and carry them out.” 
Paying his respects to public re- 
lations activities in general, Mr. 


he past three years have many 
usinesses discovered that public 
relations begins at home, “with 
our own employes, 
neighbors and in your own com- 
munities. Big business is still 
pending hundreds of millions of 


ret little public relations adver- 
ising is running in newspapers 
lespite the fact that you’ve got 
he only medium really capable of 
Hoing the home town, grass roots 
ob.” 


NAM, API Mentioned 


The CED discovered the impor- 
ance of the grass roots approach 
arly, Mr. Griswold said, but on 
he other hand “the National As- 
sociation of Manufacturers has 
veen spending millions on public 
relations of one kind or another 
or years, yet only in the last 
hree years has it discovered the 
eed for a grass roots program. 
“The American Petroleum In- 
titute has been fooling around 
vith public relations for 30 years, 
y ME! and only in the last 18 months 
ave they discovered the need 
check#for a local, grass root approach.” 
As far as newspaper promotion 
nanagers and the public relations 
roblem of newspapers is con- 
}: erned, Mr. Griswold concluded, 
‘Your shortcoming is that you 
laven’t put yourself at the man- 
agement level. You’ve demon- 
strated that you have the ability 
—now go out and use it.” 
Mr. Griswold’s talk was the 
lighlight of a typical hard-work- 
ng three-day session of the 
lewspaper promotion managers, 
given over principally to 10 clinics 
various phases of promotion 
ctivity, and half a dozen fea- 
ured speakers. 


Lead Clinics 


Clinics were scheduled to be led 
9y Cyrus H. Favor, Utica Ob- 


mMarston, St. Louis Star-Times; 
@Xacul Blumberg, Washington Post; 
ake Albert, Detroit News; Har- 
ld O. Riesz, Scripps-Howard 
Newspapers; Mel G. Barker, Chi- 


cago Sun & Times, retiring presi-| 


dent of the association; James I. 

Meyerson, Oklahoma Publishing 
Company, and Barney Goldstein, 
; Cleveland News. 


es 


yriswold asserted that only within | 


your own) 


jollars in wasteful and occasion- | 
ally effective efforts to do a job,| 


| by Sales Management Tuesday. 
At the business session Wednes- 
day, the following officers were 
| elected: 
| Edgar S. Bayol, New York 
| World Telegram, president; Ver- 
/non R. Churchill, Oregon Journal, 
Portland, vice-president, and 
Frank A. Knight, Gazette, Charles- 
ton, W. Va., re-appointed secre- 
| tary-treasurer. New directors in- 
\clude M. G. Barker, Chicago Sun 
|& Times, retiring president; Lewis | 
_Louthhood, Mortreal Standard; 
Jack Butler, Houston Chronicle, | 
|and Frank Hubbard, Post-Tribune, | 
Gary, Ind. 


| 


‘Look’ Appoints Myers, 
Jager and Huber 


Vern Myers, formerly assistant 
‘advertising manager, has been 
named assistant to the president 
of Look, and will head Look’s 
promotion policy committee. Felix 
Jager, formerly head of the cir- 
culation promotion department, 
has been advanced to promotion 
director of Look, heading a com- 
bined advertising and circulation 
promotion department. 

Don Huber has been named 
‘treasurer of Look, in charge of 
the business office under the 


| business manager. 


| L&M Adds Twyman 


Kenneth D. Twyman, formerly 
vice-president in charge of sales 
for Liebmann Breweries, New 
York, has joined Lennen & Mit- 


chell, New York, as account sup-| 
ervisor, with emphasis on the 


Ruppert Brewing account. Previ- 
ously he was with Piel Bros., 


Brooklyn, and with Hoffman Bev- | 


erage Company as general sales 
manager. 


supervision of Marvin Whatmore, | 


| Elects Marschalk 


H. Robert Marschalk has been 
elected president of A. D. Mc- 
Kelvy Company, New York, maker 
of Seaforth toiletries for men, suc- 
ceeding Hugh D. McKay, who has 
been made chairman of the board. 
Mr. Marschalk joined the company 
in 1945 as sales manager. 
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THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1inois 
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Your Values! 


“_ The Editorial Superiority and ability to 
—— Speak with Authority has assured MILK 
PLANT MONTHLY being held in the highest 
esteem by the Cream of the Executive crop 
... who's yes spells success to your sales 
message. Write today for detailed market 
data on your product or service. 
ABC Audited Since 1929 


@ Milk Plant Monthly ==: 


327 SOUTH LA SALLE STREET, CHICAGO 4 


How Many CUPS 
In FIFTEEN MILLION Pounds of Coffee? 


erver-Dispatch; T. W. Summers, | 
naha World-Herald; Court R. 
-onlee, Milwaukee Journal; John | 


418,058 
TOTAL 
DAILY 


Other speakers included Louis| 


B. Seltzer, editor, Cleveland Press; 


Prof. Charles Allen, Medill School 


of Journalism, Northwestern Uni-| 
versity; Thomas Buck, City Col-. 


617,541 
TOTAL 
SUNDAY 


lege of New York; Edwin H. 


—Sept. 30, 1947 
ABC figures 


Seen tUert, Pittsburgh typographer; 
R fmeDa”, A. Sullivan, Pittsburgh; S. R. 
+ istein, editor, ADVERTISING 


H. R. Farrall, Tribune- 


Capt, director, Bureau of 
Census, Washington. 


‘hronicle, Warren, O.; John Ot-| 
iser Jr. and Lyman Hill, Bu-| 
of Advertising, ANPA, and. 


tistics. Summer, 1947. 


*Coffee consumption per 
family— 36.2 lbs. yearly. 
U.S. Bureau of Labor sta- 


Picture, if you will, FIFTEEN MILLION POUNDS OF COFFEE— 
all wrapped up and ready to deliver as a cash sale. At 40c a pound this 
represents a volume of over SIX MILLION DOLLARS— ($6,053,480). 
This stupendous coffee business is the amount of coffee the 418,058 


daily Detroit Times reading families purchase and consume every year.* 


You're really percolatin’ when you translate food advertising into 
Times reader consumption. Supplying SIX MILLION DOLLARS 
WORTH of coffee yearly to 418,058 Detroit Times reading families is 
BIG BUSINESS. In these precarious days of keen competition—to 
keep your BRAND name ON TOP and maintain your sales volume— 
it is just plain good, sound business sense to see that these 418,058 
Detroit Times reading families are constantly reminded of your product. 
Consistent advertising in The Detroit Times is the armor of protec- 


tion which your product MUST HAVE to maintain (or increase) its 


sales percentage in the great “Detroit” market. 


The DETROIT TIMES 


REPRESENTED NATIONALLY BY THE HEARST 


A HEARST NEWSPAPER 


FASHIONED FOR THE FAMILY 


ADVERTISING SERVICE 
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Trademark Group Meets 


The United States Trade Mark 
Association, New York, will hold 
its 70th annual meeting on April 
23 at the Waldorf-Astoria Hotel, 
New York. Speakers will include 
Dr. Walter J. Derenberg, trade- 
mark counsel to the United States 
Patent Office and Honorable Jo- 
seph P. O’Hara, Republican repre- 
sentative from Minnesota. 


If it’s fine detail 
you demand... 
then try 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 
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Four A's Alters 
and Intensifies 
‘Relations’ Plan 


Hits 'Huckster' Charge 
by Work with Press, 
Advertisers, Leaders 


VIRGINIA BeacH — To overcome 
the “Hucksters” impression about 
agency activities, the American 
Association of Advertising Agen- 
cies gave special emphasis at its 
30th annual meeting here last 
week to the reorganization and 
expansion of its “relations” pro- 
gram. 

“A year ago,” said Fairfax M. 
Cone of Foote, Cone & Belding, 
operations committee member in 
charge of the relations area, “we 
were very concerned with the 
‘Hucksters,’ and with the need 
for better understanding of the 
advertising agency business. There 
was talk about the need to pro- 
mote the association, and adver- 
tising, too.” 

After much planning and re- 
planning, Mr. Cone explained, the 
Four A’s has developed a “broader, 
long-range view. We now believe 
we know where we’re going and 
how to get there.” The 215 mem- 
ber agencies of the Four A’s, he 


in 1948 include 
the following 
products 


NI 
ef 


all 


ane Motte 
HW oy 


enjoy the lowest 


These advertisers 


rate in multi-million 
magazine history: $1.75 per M 
of guaranteed circulation 

—and on delivered circulation, 


$1.43 per M in b. & w. 
2% million QUALITY circulation 


CORONET ADVERTISERS 


ad 


Anti-freeze 

Athletic Equipment 

Automobile 

Automobile 
Accessories (2) 

Book Publisher 

Coffee 

Dentifrice 


Electric Range 


Ethical 
Proprietary 


* 


*Foundation 
Garments 

Fountain Pens (2) 
Gas Range 
Insurance 
Language Course 
Mattress 
Men’s Apparel 
Men’s Toiletry 
Prints 
Radio 
Railroad 
Refrigeration (2) 
Watch 


o¢ 
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*Exclusive Product 
Franchise 


ous 


“handled well over 


| continued, 


\two-thirds of the total volume of | 
Therefore | 


inational advertising. 
we must be the spokesman for the 
agency business.” 


Needs Others’ Help 
| As to the belief, however, that 


the association should “go out and | 
do a job for advertising,” he said 
‘that “little more than one-third | 


of American advertising is placed 
| through agencies.” 


| “We have a key responsibility, | 


‘but we need the help of others,” 
he said. Although advertising is 
only a small part of the 59 cents 
which the cost of distribution | 


takes from each consumer dollar, | 


“clearly we have to help in ex- 
plaining distribution to the pub- 
lic.’ But because the Four A’s 
members haven’t the time or the 
money or the staff to do all this, 
Mr. Cone said that the relations 


program is now being directed to| 


these main groups: 
How It’s Set Up 


“1. To the press, which inter- 
prets us,” with Abbott Kimball of 
Abbott Kimball Company as 
chairman. 

“2. To media, which support 
the agency structure,” with Ber- 
nard C. Duffy of BBDO as chair- 
man. 

“3. To advertisers, for whom 
we work,” with Mr. Cone as 
chairman, and “to key people with 
wide public influence: 


trols; educators, who interpret us 
(or fail to interpret us) to the 
business men of tomorrow; and 
consumer leaders, who organize 
and influence the buyer.” This 
committee is headed by William 
‘H. Reydel of Newell-Emmett 
‘Company, under Mr. Kimball’s 
group. Dealing with the ad- 
| vertising press is a technical sub- 
/committee, headed by Wilson 
Lloyd of J. Walter Thompson 
Company. These men “speak to 


the press only about the Four A’s | 


or the agency business.” 

Under Mr. Duffy’s committee, 
it was decided that “‘we must con- 
sider the medium owner, who 
makes policy, separate from the 
sales force and _ representatives 
who simply carry out policy. 
There seems no need to talk to 
media people about advertising. . . 
Instead, they should help to pro- 
mote it.” 


Shows Changes 


Working with charts, Mr. Cone there is still much to do, and he. 


showed how the concept of the 
Four A’s entire relations job has 
been changed, 
His own committee then was the 
| special committee on presentation 
for men behind management, 
“working on the Roper study— 
down there in the corner” (Mr. 
Cone reported separately on this 
study at a closed session of the 
meeting). 

The responsibility continues 
with four groups: the directors 
and other men behind manage- 
ment, then top management itself, 


then the advertising managers, 
and then the other employes. 
“Here,” he said, “we do need to 


do some work for advertising with 
'all these groups, except the ad- 
vertising manager.” 

Mr. Reydel’s committee, Mr. 
Cone said, is not expected “to do 
anything on behalf of the Four 
|A’s. It seems pretty futile to get 
the general public interested in 
our association” or in advertising 
agencies. 


Works with Five Groups 


However, the Reydel group is 
working with five organizations 
_in advertising: the Advertising 
Council; Advertising Federation 
of America; Brand Names Founda- 
tion; Committee on Consumer Re- 
lations in Advertising, and Na- 
tional Better Business Bureau, as 
well as with the U. S. Chamber 
'of Commerce and the National 
| Distribution Council, sponsored by 


govern- | 
|ment, which regulates and con-| 


in the last year. | 


our apologies to Mr. Heinz 


our new number is YUkon 6-5757 


joseph magnin 
i 


stockton at o’farrell 


57-DOUBLE—San Francisco's change in 
telephone dialing system inspired Cyril 
Magnin, vice-president of Joseph 
Magnin stores of California, to write an 
ad headed, “Our apologies to Mr. 

Heinz," announcing the change. 


‘the Department of Commerce. | 
| Speakers representing joint en-| 
| cr in the relations program | 


| were Kenneth D. Wells, operation 


| 
| 


director of the joint committee 
| with the ANA; Dr. Kenneth Dame- 
/ron, director of the Committee on | 
Consumer Relations, and Theo-| 
|dore S. Repplier, president of the | 
Advertising Council. 
In addition to being concerned 
mainly with Four A’s policy to- 
ward the advertising press, Mr. 
Kimball said that his committee | 
“may be called in by any other) 
/committee that wants advice on | 
press relations for a Four A’s| 
project.” 
Shows ‘Testimony’ 
| As the result of the association’s | 
new policy of primarily open | 
| meetings and cooperation with the | 
| press, Mr. Kimball showed, “we 
/ecan quit bemoaning our sins, we 
can now stand up and give testi-_ 
| mony.” | 
The “testimony (on _§ slides) 
| gives you some idea of the impact 
_ which our meetings have upon | 


‘the press and the opportunity | 
| they offer us to be the spokesman | 
for the advertising agency busi-| 
| ness,” 

The Four A’s, Mr. Kimball 
‘added, now holds press confer- 
|ences after each board of directors 
|meeting and, on other occasions, 
“headquarters issues a continuous 
schedule of releases and renders 
much help on feature articles. And 
|at this year’s annual meeting we 
have been careful to see that the 


press is accommodated, even 
though no other guests are in- 
vited.” 

| He emphasized, however, that 


| 8 
‘ 
| 


0 pg. book 
tells how 
National 


Advertisers 


LOCALIZE 


for selling 


ACTION: 


point of sale and how you 


Read the exciting story of “big time” merchandising at 
with Brand Identification Signs. 


“QUALITY NEON AND FLUORESCENT SIGNS . 


3500 NEON AVENUE 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 


urged a press unit in each counci] @ that 

and chapter. in § 

Mr. Kimball criticized the ac- TI 

vertising press “when they pub- @ 46° 

lish ‘studies’ that do not seem io § P:4 
be based on solid fact, but, ing}: 

general .. . our advertising press § 2°V 
does a splendid job. Is there any 2. 

other industry that can boast a § S25 
better one, more conscientious, 3. 

more complete, more readable?” § pers¢ 

Press representatives “need ‘to § abili 

remain our good friends—yes, and § 5°: 
our severe critics,” he said. 4. 

‘To Spread Understanding’ re 

Mr. Duffy said that his media Ne 

relations committee is so new that 9's ! 
|'“we have not held our first meet- @ ons 
ing.” Its purpose is “to spread 15% 

understanding of advertising agen- § outdc 

cies among media so that more §comn 

media will appreciate the values fj busin 
inherent in the agency structure.” 90%, 

Although the 215 members of §to re 

the Four A’s do more than 75% @to er 

of the total business in several “Al 

major media, there are still 310 taken 

agencies recognized by four media pape! 

groups, which indicates, he added, § Duffy 

to it.’ 
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ounc i] > 
in getting new members.” 
e ac- The four basic requirements for 
pub- agency recognition, Mr. Duffy ex- | 
em ‘o @ plained, are: 
ut, in 1. Freedom from control by an 
press ivertiser or media owner. 
any 2. It must not rebate commis- | 
mast a sons. 
atious 3. It should possess adequate | 
able?” personnel with experience and | 
ed to gability to serve general adver-| 
S, and tisers. 
4. It should have the financial 
2 capacity to meet the obligations 
ng incurred by media owners. 
media Nearly all newspapers, all lead- 
w that §ing magazines and all radio sta- 
meet. @tions and networks now allow a 
spread 15% commission, he said, and the 
agen- outdoor industry has a 16 2/3% 
more Mcommission. The proportion of 
values business papers, now more than 
ture.” 90%, which grant a commission 
ers of to recognized agencies, continues 
1 75% to grow. 
everal “Agencies, apparently, have 
ll 310 @taken the subject of business | 
media paper advertising seriously,” Mr. | 
added, § Duffy said, “and are doing justice 
to it.” 
Answers ‘Speculative’ Charge | 
The media relations commatties | 
will be active on the cash dis- 
count problem. He repuied to the 
j charge that the agency business 
a is “speculative” by saying that the | 


that “we have some place to go 


average agency has a much longer | 
life than many of its clients and 
the media used by its clients. 
The 30 Four A’s agencies estab- 
lished by 1910 are older than such 
major advertisers as Standard 
Brands, General Motors, Chrysler 
and RCA; also older than such 
major media as Life, Time, News- 
week, This Week, American Home, 
and Better Homes & Gardens. 
Radio, on a commercial basis, was | 
introduced about 1925, Mr. Duffy | 
pointed out. 
“Perhaps our business is specu- | 
lative,” he said, “but the fact that | 
we have no trademark, rio prod-| 
uct, indicates that we can change | 
with the times. A copywriter can | 
write an advertisement for a gas 
mantle today, and by simply 
changing his mind and his think- 
ing can write an advertisement for | 


| York, 


an electric lamp tomorrow. Agen- 
cies have the ingenuity and re- 
sourcefulness to change our think- | 
ing as the times change.” 


FOUR A’S TO EXPAND 
INTERNAL RELATIONS 
VIRGINIA Beacu—Coincident 
with its sharpened and intensified 
external relations program, three | 
Four A’s speakers—James H. S. 


better if more of our new people 
—and our present staffs—approach 
their jobs with this concept.” 

More recently, the Four A’s has 
tackled the job of informing the 
people already working for ad- 
vertising agencies. Its aim, he ex- 
plained, is “a better understand- 
ing of and a greater respect” for 
the agency place in the advertis- 
ing scheme. 


Describes Exam Plan 


“The quality of our work,” he 
declared, “depends upon the qual- 
ity of the minds in our business.” 

Mr. Wiley described the Four 
A’s examination plan for general 
aptitude and specific qualifications 
for young men and women for 
agency work. 

Nationwide aptitude tests will 
be held in 11 cities on April 17 
and “knowledge of advertising” 
tests (at home) on April 24. The 
cities are Boston, Chicago, Cleve- 
land, Dayton, Detroit, Los An- 
geles, Minneapolis, St. Paul, New 
Philadelphia, Pittsburgh, 


and Portland, Ore. 


The aptitude: Part of it will in- ards said, the “wider distribution 


volve eight hours of supervised 
tests, Mr. Wiley said. “Knowledge 
of advertising” will be determined 
in “seven sets of tough questions 
prepared by committees selected 
from working executives” in each 
of these fields: copy, plans and 
merchandising, research,. layout 
and art, media, radio-television, 
and mechanical production. 

On 446 cases reported from last 
June’s examinations, he pointed 
out, “92% lived up to test predic- 
tions on the job.” 

Mr. Richards said that the op- 
erations committee member in 
charge of the research area— 
Henry M. Stevens of J. Walter 
Thompson Company — has pre- 
pared information material on the 
association’s work in that area. 
He asked other area leaders to do 
the same, thus “furnishing ve- 
hicles for carrying a large part of 
the Four A’s story to agency peo- 
ple.” The work of the education 
and training committee, described 


by Mr. Wiley, suggests, Mr. Rich- 


of the booklet about ‘The Struc- 
ture of the Agency Business’ 
among agency people,” and later, 
“awarding certificates of com- 
petence to agency people, based 


on knowledge and experience.” [ia 726, 11) W. Jackson 
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Ellis of Kudner Agency, John E. 
Wiley of Fuller & Smith & Ross, 
and Fletcher D. Richards, Camp- 
bell-Ewald Company of New York 
—outlined the enlarged program 
in the “area of personnel.” 

As operations committee mem- 
ber in charge of that area, Mr. 
Ellis pointed out that “our hope 
of attaining higher standards in 
the future depends, first, on find- 
ing constantly better people, and 
second, better training of the 
people we have. Everyone still 
does not regard ours as a thor- 
oughly reputable and substantial 
business,” he said. 


Cites Skill Required 


in connection with the two- 
year-old Four A’s program to at- 
tract “the best available new tal- 
ent to the agency business,” the 
association faced the problem of 
Presenting “four business or pro- 
fession as one which young men 
Could enter with just as much 
Pride as .. . medicine, engineer- 
ing, the ministry or law.” Mr. 
Ellis emphasized that “there is 
ho prostitution of talent in choos- 
ns to write advertising, rather 
then short stories, novels or plays. 
I submit that the writing of ad- 
ver tising—good advertising—is as 
srat a challenge to writing skill 
a the writing of any form of lit- 
erature. . . Besides that, I think | 
t's more fun. Our score will be! 


*KIDS LIKE HIM 
IS NATURAL BORN 
KILLERS” 


“Authorities are investigating the 
story of a boy, 14, who admits at- 
tacking and slaying a 7-year-old girl 
in a vacant lot last Tuesday night...” 

Like all good newspapers, the 
Minneapolis Star and Tribune re- 
port such sordid stories factually 
and unsensationally as a matter of 
record. Like all good newspaper 
men, Minneapolis Star and Tribune 
editors pondered the fumbling efforts 
of society to mete adult punishment 
to emotionally mixed-up and men- 
tally sick youngsters whose problems 
lie deep in the psychological and 
sociological roots of what is so lightly 
termed “juvenile delinquency.” 

Last spring William P. Steven, 
managing editor of the Minneapolis 
Morning Tribune, determined to 


break a newspaper precedent—to 
initiate a scientific study of the basic 
causes behind the worst of juvenile 
crimes—to force public acknowl- 
edgement that “‘sex and sexual de- 
viations” deserve the same clear, 
dispassionate analysis that has helped 
newspapers spark active campaigns 
against long-taboo “cancer”’ and 
“venereal disease.’’ It was decided 
to investigate the most difficult and 
probably the most illuminating phase 
of delinquency—murders committed 
by children. 

Victor Cohn, Minneapolis Tribune 
science reporter, got the job —a 
back-breaking, brain-busting assign- 
ment that required eight solid 
months of travel, study and inter- 
viewing. He checked more than 100 
cases of juvenile homicide through- 
out the country. He talked to 60 psy- 
chiatrists, criminologists, social 
workers. He dug into news stories 
and court records, scoured medical 
journals, begged access to records 
never before released to newsmen. 


Cohn’s series of eleven articles 
published in the Minneapolis Trib- 
une, a classic of brilliant research 


and sound reporting titled “‘Who 
are the Guilty?’’, has been widely 
acclaimed one of the finest contribu- 
tions of American journalism as a 
means of social enlightenment and a 
force for improvement. From edu- 
cators, physicians, government offi- 
cials, social workers and the public- 
at-large have come hundreds of 
commendations, hundreds of re- 
quests for reprints of the articles 
(which will be available upon request 
when you read this). 

Through such extra service to 
citizens of the Upper Midwest and 
the entire country, the Minneapolis 
Star and Tribune have earned their 
reputations for leadership and re- 
sponsibility in promoting the welfare 
of a great region and a great nation. 


Minneapolis 
Star 2nd Tribune 


EVENING MORNING & SUNDAY 


550,000 SUNDAY - 425,000 DAILY 


JOHN COWLES, President 
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Gets Dog Food Account 


Re-Dan Packing Company, 
Ozone Park, N. Y., maker of Cadet 
dog food, has placed its advertis- 
ing with Funt-Golding, Inc., New 
York. 


Schedules Exhibition 

The 1949 convention and equip- 
ment exhibition of the National 
Automobile Dealers Association 
will be held in the Civic Audi- 
torium, San Francisco, Jan. 24-27. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have i0 billion dollars to 


spend! If you have food, drinks, cos- © 


metics, liquor or any other products 
to sell, the best way to reach the N>- 
gro is through the Negro papers ani 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. ¥., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information, 


American Tobacco 
Meeting Ends with 
Riggio in Saddle 


(Continued from Page 1) 


stockholders’ meeting as presi- 
dent, noted cheerily that unit and 
dollar sales of American’s prod- 
ucts were ahead of last year. 
During January and February, 
Mr. Riggio said, cigaret tax stamps 
for tobacco indicated that the in- 
dustry as a whole was down 7.6% 
from 1947. American Tobacco 
was up 4% during 
period, he said. 


Gilbert Quotes ‘AA’ 


For the first quarter, he told 
| stockholders, ATCO unit cigaret 
sales were up 8%, and Lucky 
Strike up 5%. Dollar sales went 
up 8% in the first quarter, but 
March was 15% ahead of last 


year. Lucky Strike sales in March 


were up 124%. 

| The opposition forces were 
| spearheaded by the brothers Gil- 
bert, Louis and John. Louis Gil- 
| bert promptly raised the question 
of advertising, and inquired— 


the same 


other things— about the 


among 
ADVERTISING AGE story relating the 
-withdrawal of a campaign based 
‘on a 2-to-1 preference for Lucky 


law. 

Mr. Riggio did not answer that 
question, nor any other. Except 
for his prepared statement, he 
made no comment. He flushed 
slightly from time to time, 
/laughed occasionally, and smoked 
|stolidly while Mr. Hahn parried 
the questions. 

On the question of Louis Riggio 
‘and Mr. Hackett, Mr. Hahn said 
flatly, “Mr. Hackett is not an em- 
manager of one of its supplying | ploye of American Tobacco Com- 
subsidiaries) elected to take the|pany.” (Montague H. Hackett is 
place of Mr. Hill. Mr. Brashear| head of the M. H. Hackett Com- 
was temporarily appointed March pany, recently appointed to handle 
|22, when Mr. Hill announced his | advertising for ATCO’s Herbert 
resignation. ‘Tareyton cigarets. ) 

tion of Louis Riggio, Mr. Hahn 
| Video Pisns Tels ‘said he had first joined ATCO in 
Of Mr. Hill, Mr. Gilbert said 1932 when the elder Hill was 
‘his resignation proved only what) president, that he had been em- 
he and his group of minority|ployed for several years, had 
stockholders had long maintained: | worked with other package mer- 
that Hill was overpaid. Other | chandising companies, and had 
opinions to the contrary, Mr. Gil- | rejoined the company’s sales di- 
bert took credit for getting Mr.| vision in 1947, where he would 
Hill out of American Tobacco | take some of the strain of travel- 
,Company. ing away from his father. 


fn short order, Mr. Hahn de- | Ad Managership Not Set 


clined comment on the red bulls- | 
eye campaign, and on the green| Would the younger Riggio be- 
No, 


| package—which gallantly went to come advertising manager? 
_war and has not yet returned. said Hahn. Who will? Not set- 
He did answer Mr. Gilbert’s|tled, said Hahn. 

questions about television. ATCO’s| How much does the younger 


Strike by U. S. graders. Mr. Hahn 
said there would be no discussion 
of advertising—except in the com- 
pany’s offices, where he and Mr. 
Riggio always were glad to see 
_ stockholders. 

| The entire slate of ATCO direc- 
'tors was reelected, with Douglas 
W. Brashear (an American em- 
ploye for 40 years, and general 


rath 


-.. for | provides 


the “know how” to 


“Van Buren 
8790 


assist you in organizing 


your art and copy .. . determining your 


method of printing . . . producing your 


work economically and quickly. Publications, 


catalogs, booklets, direct mail from black and 


white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


XCcELLO PRESS ..-. 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


| current plans in video call for | Riggio earn? Hahn ruled that 
/one- minute spot announcements, | the meeting would be governed by 


‘pickups of Broadway shows, a|SEC rules, that only the com- 


‘network program called “Barney | pensation paid to officers, direc- | 
'tors and nominees for directors | 


Blake, Police Reporter,” and tele- 
casts of football games in New | would be reported. 

York, Chicago and Los Angeles | To a_ stockholder who com- 
‘areas. No firm contracts have plained that the disclosure of the 
‘been signed for the games, he|amount spent in advertising by 


Advertising Age, Aprt ’ 


Riggio, his son, and about the hir- | stockholders, not the directors anc 
ing of “Mr. Hackett,” his son-in- | officers of ATCO; second, tha 
| profits 


in 1947 were $3,500,00( 
higher than in 1946, and com 
pensation rose accordingly; third, 
that management men had gon 
through a period in which thei 
compensation did not reflect in 
creased volume because of pric: 
ceilings; and fourth, he _ stoutl) 
defended American’s sales record 

In the 10 years between 1938 
and 1947, he said, ATCO increased 


‘sales 238%, the second compan) 


On the ques- | 


rose 134%, and third compan) 
112%. Income before taxes: ATCO 
up 79%, compared to 62.5% and 
47.5% for its top competitors. And 
earnings per common share were 
up 13.1%, compared to 7.6% and 
minus 9.8%. 

This, he said, demonstrated the 


efficiency of ATCO’s management. 


| 
| 


|said, and no network has been set ATCO by Foote, Cone & Belding | 


‘for the Barney Blake show. | 

He declared that Mr. Riggio’s | ethical, Mr. Hahn said: “For any 
ATCO sales figures were “actual | employe of American Tobacco 
sales,” not based on stamp count,|Company to reveal the advertis- 


lin resigning the account was un-| 


/and therefore subject to inventory | ing figures would be an impropri- | 


inflation. ety. The amount named by 


| FC&B ($12,000,000) was not far 


” 
. 


Salaries Discussed 

'from correct. . He agreed that 
| Mr. Hahn, Mr. Riggio and John | it was improper for an agency to 
W. Hanlon, along with a male|disclose the figures, but said no 
/stenographer, sat at the speakers’ | action is contemplated. 
‘table. Behind them, in a paneled | The constant harpooning of the 
|stage in the Women’s Club of) stockholders, many of whom com- 
Paha gary American cus- | pared the lush incomes of ATCO 
|tomarily holds its meetings—were | officials invidiously with 
/an array of vice-presidents, certi- | of R. J. Reynolds Tobacco Com- 
‘fied public accountants and law-|pany’s and Liggett & Myers’ top 
'yers. Since three vice-presidents, | people, finally brought Mr. Hahn 
'in addition to Mr. Riggio and Mr. /|to a four-point answer. 
‘Hahn, were there, the stage held | He reminded them first that the 
at least $1,500,000 in ATCO sal-| incentive plan was made by the 
aries, 


those | 


Mr. Hahn, in quoting the letter 
from Mr. Riggio to the stock- 
holder, noted that Batten, Barton, 
Durstine & Osborn—which now 
has Luckies — is one of the three 


Tips On Space Buying 


~ =ta< 


Are You? 


You'll find the easiest way to buy space 
is to study the market and applicable put 
lications the first year; then to renew your 
contracts yearly with little or no further study 

Some space buyers follow this procedure 
of only occasionally glancing through the 
scheduled publications, and seldom seeing « 
space salesman. These space buyers some 
times find themselves in trouble over declin 
ing results, lack of up-to-date knowledge of 
the market and applicable publications. 

You've probably found that one of the best 
ways to keep up-to-date is to listen to the 
story of the space salesmnen. From the space 
representatives of WATER & SEWAGE 
WORKS you can get a complete factual pic 
ture of the market, a cost break down of the 
circulation effective for you, a resume of the 
editorial policy and editors, besides lots o’ 
other helpful information. 


Write or Call Mr. Cocker Today 


Ask For Media File Folder 
Latest Folder — Just Published 


22 W. MAPLE ST, CHICAGO 16, ILL 
A YR «CLEVELAND ~ es MRE as FUNC 


| These salaries occupied the prin- 
‘cipal attention of stockholders, 
‘most of whom seemed to find 
‘American too free and easy on 
ithe draw. 

“Show me another company,” | 
snarled one stockholder, “where | 
five vice-presidents—or one vice- 
president — get $268,521 apiece!” | 
Another complained that he had| 
read an article in Forbes about 
'America’s 50 business leaders, and | 
found no American Tobacco ex- 
ecutive there—yet only one of the | 
50 executives selected by Forbes | 
made as much as Mr. Riggio| 
($484,202 last year) and many) 
|failed to make the pace set by} 
ATCO vice-presidents. 
| The Gilberts’ perennial proposal 
to limit the number of vice-presi- | 
‘dents, and one to limit the presi-| 
‘dent’s income to $200,000, and) 
vice-presidents’ to $150,000, wea| 
turned down. 


Hackett Mentioned 

Mr. Hahn admitted that the) 
‘compensation paid to executives 
was “high this year,” but said that. 
‘since the incentive plan is geared | 
to profits, ATCO officers fall and 
|rise, and that the war years under 
OPA had severely limited them. | 
The incentive plan was adopted in 
1912, and had been confirmed on | 
four different occasions since then, | 
he recalled. 

John Henry, who sat with the 
Gilberts, then inquired of Mr. 
Riggio about the hiring of Louis) 


alike . . 
message on KFH. 


WICHITA 


cas... 


Want to hire a medium? Con- 
sider KFH.. . for 25 years the 
leading sales medium in a rich 
area where SILVER jingles in 
every pair of jeans! Brighten 
your future in our Silver 
Anniversary. People who buy 

. . city folks and farm folks 
. will hear your sales 


1S A HOOPERATED CITY 1, aC 


WICHITA 


$000 WATTS DAY AND NIGHT . . 


THAT $0.18 SECTION OF 
KANSAS RICHEST MARNE 


- CALL ANY PETRY OFFICE 
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anc largest agencies in the U. S., and | 
tha that Sullivan, Stauffer, Colwell « N Y Job Shops 
D,00: Bayles is highly recommended|***® §& ® 
tes and has a phenomenal record. | 
~ areacies abset Back to Work; 
thei Nowhere in evidence was 
, in George W. Hill Jr., nor were any sj s 
price Jfemployes of FC&B, BBDO or Dailies Negotiate 
outh SSC&B visible. Near the fringe 
cord was Thomas J. Ross, of Ivy Lee | New York—Last week commer- 
1938 9% T. J. Ross, smiling benignly,|cjal printers here resumed work 
DASE’ and making certain all reporters after a 12-day strike, although 
pany figot copies of Mr. Riggio’s state-| Local 6 of the International Typo- 
pan) ment on first-quarter sales. graphical Union and the employers 
TCO Outside the chintzy clubhouse stj]] had not settled wages. 
and §§the black limousines of American | Negotiations with the publishers | 
And § Tobacco officials waited to take! of the newspapers continued, with 
were Hithem back to their homes: one of neither side willing to talk about 
and #jthe few trains out of Flemington | the shifting demand on wages. 
leaves at 5:05, and from 4 o’clock | But if a strike should come, one of 

di the n, Stockholders were _ shooting | the city’s newspapers has no plan 
ment. @questions with a nervous eye on/for switching over to alternate 
letter Mtheir watches. At 4:35, Paul M. composition methods (the so-called 
tock- Hahn, still affable, still tense, but |“Operation Trouble” in New York 
arton, Mpleasant and adept and wary, newspaper circles). The Brooklyn 
now f§gave the signal, got a motion for Eagle told its employes that the 
thre« adjournment, and the advertising newspaper would suspend if print- 


chain reaction which had liber- 
ated one of the country’s biggest 
accounts came to an end. 

Richard J. Boylan, veteran vice- 
president in charge of purchasing 
of American Tobacco, is reported 
to have been active in persuading 
he company’s 17 directors to elect 
Ir. Riggio president, following | 
he death of George W. Hill Sr.— 
sven though Mr. Hill had in- 
ended his son, George W. Hill Jr., 
o replace him. 

Mr. Boylan’s income from the 
company was increased about five 
imes from $56,000 in 1946 to 


ers went on strike. 


lisher, ordered the use of Vari- 
_Type machines and other processes 
abandoned. “The day the strike 
begins, the paper will discontinue 
publication—at least for the dura- 
tion. We already have spent many 
thousands of dollars for equipment 
and salaries of new employes. The 
weekly payroll of these temporary 
people has reached proportions be- 
yond anything like our ability to 
pay. To go on...would inevitably 
lead to insolvency within a very 


_ Last Minute News Flashes 


Foote Hires Donovan for ‘Protection’ 


| New Yorx—Emerson Foote, president of Foote, Cone & Belding, has 
retained Gen. William J. Donovan, wartime head of the Office of Stra- 


. . . . | 
tegic Services, and senior partner of Donovan, Leisure, Newton, Lum- 


bard & Irvine, to serve as special counsel for protecting the good name 
and reputation of the agency. Understood to feel that the only worth 
while stock in trade of an agency is its reputation and integrity, Mr. 
Foote said he doesn’t “relish any cracks made by those not in full 
possession of the facts.” He is said to have felt that he thought the 
treatment he received in connection with the agency’s resignation of 
American Tobacco Company’s account was overwhelmingly good, for 
| which he was “humbly grateful.” 


Ronson to Use Radio Spots on 22 Stations 


NEwarK—Ronson Art Metal Works will break a heavy radio spot | 


campaign through Cecil & Presbrey, New York, within a couple of 
weeks. Twenty-two stations in major cities will carry the singing com- 
mercials, which will feature Ronson Redskin lighter necessities. 


Can Institute Plans $1,000,000 Campaign 


New YorK—Can Manufacturers Institute will spend $1,000,000 dur- 
ing the next year on a new campaign built around the food economy 
theme. Ads will break in May with a full-color page in The American 
Weekly. to be followed by ads in Better Homes & Gardens, Ladies’ 
Home Journal, McCall’s, The Saturday Evening Post, and Woman’s 


|Day. Money-saving menus and recipes will be given in the ads, tying 


Frank D. Schroth, Eagle pub-| 


in with four-course meals built around canned foods. The agency is 
Benton & Bowles here. 


we are just getting to wages, 
hours and the other economic is- 
sues that constitute a normal bar- 
gaining situation.” 

The day after printers came 
back to work, the action brought 
against ITU and Local 6 in New 
York before the National Labor 
Relations Board was dropped. 

Gerard Reilly, the attorney for 
the employers group, said the na- 


Firestone Likes 
8:30 Monday—for 
Radio and Video 


New YorKk—The Firestone Tire 
& Rubber Company has its own 
solution to the radio vs. television 
argument. 

Starting today (April 12) the 


tudy 
ocedu ts ae Eagle Newspaper Guild unit, 
ugh thea M which “dangles before me_ the 
som u ont Shows | threat of still another strike.” A 
decline ‘guild spokesman called Mr. 
in op Teler epor t | Schroth’s statement “the height of 
the bess’ New YorK—Two WABD tele- hysteria,” and said the Eagle unit 


le spac 
WAGER. E. Hooper’s March report on| publisher said “he was going to | 
ual p ; : . ise 
n of the ideo. 'impose his own conditions of em- 
2 of the A special program for the New | ployment during what he described 
o's *'MYork Heart Campaign, with Mil- /as a gap in contractual relations.” 
on Berle as master of ceremonies| New York job shops went back 
ay or an all-star cast, scored 50.4.|to work last week, following the 


| few weeks.” 


5268,000 in 1947. Mr. Riggio suc- 
eeded the elder Mr. Hill in Sep- Guild Trouble, Too 


ember, 1946. 


asts ranked first with viewers on 


/agreement by employing printers 
|to rescind their previous insist- 


tunnerup was _ Kaiser-Frazer’s 
‘Amateur Hour” at 46.8. 


4—were made to obtain the rat-|the previous one was. 


He noted his troubles with the 


had voted a strike only because the 


Some 660 phone calls per hour | ence on a 40-hour week. The new 
~seven hours daily, March 8 to| work week will be 36% hours, as 


ngs in the second monthly study! Still unsettled were wages, but 
nade by Hooper. ‘there seemed every indication that 
Kaiser-Frazer’s broadcast, which | they soon would be amicably fixed. 
opped the February listing with| The settlement was generally 
6.8, has been canceled by the ascribed to Theodore W. Kheel, 
ponsor, The show now is used to| director of the city’s labor rela- 
lug DuMont’s video sets. tions division. Mr. Kheel is sup- 
Only the two top ratings were|posed to have held out for the 
eleased by Hooper, but it was|idea that the negotiations could | 
nderstood that other programs | continue with the men at work. | 
Which showed up favorably were As soon as the employers re- 
NNBT’s Friday night boxing 
outs, sponsored by Gillette, and|6 of the ITU ordered its members | 


londay night fights; WABD’s| back to work. Elmer Brown, ITU 
Telenews,” an INS _newsreel| vice-president, commented that 
ponsored by Chevrolet, and /|“If the employers are as reason- 


(CBS-TV’s basketball tourna- | able about wages as they ought to) 
nent finals. 'be, and are willing to take into | 
aie are aici account the rise in the cost of liv- | 

Ar ‘ Nam ° ing, they will come to the conclu- 
gosy N es Carr: sion that what we are willing to| 


creases Ad Rates 


Tom W. Carr has been ap- 
Pointed western representative of 
'gosy, published by Popular 
Publications, New York. He has 


erve i j } 
he Peouter Wistion } nal Me | original demand for 53 cents an 


‘arr will continue to make his|hour boost) and the employers | 
leacquarters in Chicago, covering | have raised the ante to 19 cents 
he midwestern territory. |}an hour, up nine cents from their 
Effective with the July, 1948,| original offer of. a 10-cent in- 
Sue, Argosy will have a new 
culation guarantee of 400,000) 
nd will increase its black-and- 


Cuts Demand by Half 


The union is asking 27 cents an 
hour increase (about half 


The daily newspapers, without 
rhite a contract since March 31, con- 
He page rate to $1,000. feng to negotiate, with the New 
‘ York Publishers Association keep- 
-quibb Spent $1,673,233 'ing quiet on the subject of wages. 
E. R. Squibb & Sons last year | William Mapel, vice-chairman of 
Pen’ $1,673,233 in magazines, ac-/| the association, told reporters that 
ve ig to Leading National Ad- | “most of the puzzling issues” in- 
o> ers, Inc., and not $139,350 as _jected by the Indianapolis court | 
Ported erroneously by AA,/iction and the new law were 


larch 29, in its list of leading | é 
Magazine advertisers for 1947, | “well on their way to being re- 


Puibb’s ranking as No. 40 was|S0lved. . . No one dares wax op- 
orrect, however. timistic. . 


| sales 


tional association, Printing Indus- 
try of America, regarded a prompt 
decision important because the 
job shops are not protected by the 
injunction issued against the 
union by Federal Judge Luther M. 
Swygert. 


CHICAGO ‘UNCHANGED’ 


Cuicaco—Some 47 members of | 


the Franklin Association, commer- 
‘cial printers’ group, two weeks 
‘ago offered Local 16 of the Chi- 
cago Typographical Union a $6 
weekly pay rise and free health 
insurance — provided 


Taft-Hartley Act. 

Late last week the union had 
not responded to the shutdown 
plants’ offer. However, it has re- 
opened negotiations with Chicago 
newspapers. 


Witt Leaves NIAA 
to Head Sales-Aids 


W. Lane Witt has resigned as) 


president of the National Indus- 
trial Advertisers Association, Chi- 
cago, to become president of Sales- 


| Aids, Chicago, a cooperative mar-| 
ket 
scinded the work week rule, Local | industrial marketers. 

Prior to his election as presi-| 


research organization for 


dent of NIAA in 1945, Mr. Witt 
was editor of Industrial Market- 
ing and before that was manager 
of industrial advertising of Crane 
Company, Chicago, for several 


| years. 


‘Meade Leaves American 
accept is not unreasonable at all.” | Tobacco; Rejoins Y&R 


Everard Meade, formerly assist- 


'ant to the president of the Ameri- 
|can Tobacco Company, has been 
its| named vice-president and man- 
,ager of the radio department of| York, maker of automatic water|been with the National Outdoor 


Young & Rubicam, New York. 
Mr. 


on the heels of the departure of 


the union} 
would sign under the terms of the | 


company will begin airing a tele- 
cast over the NBC network at 8:30 
p.m. EST, the same hour the 
“Voice of Firestone” is carried over 
the NBC radio network. 

Presumably Firestone is inter- 
ested not only in snaring both 
‘radio listeners and _ television 
‘viewers, but in holding on to the 
time segment for future use in 
simultaneous broadcasting and 
| telecasting. 
| The television spot will be filled 
|with “Americana,” a quiz con- 
‘ducted by Ben Grauer, an NBC 
sustainer since December, 1947. 
He queries a group of high school 
{students on U. S. history and folk 
lore. 

This program will be a much 
less expensive summer package 


than a televised coverage of the | 
Firestone’s | 


“Voice of Firestone.” 
broadcast was televised on March 
22—the first sponsored musical 
‘radio show to go before the cam- 
eras after the lifting of the AFM 
|'ban on live music for television. 
Time on television stations was 
cleared through Sweeney & James. 


New ‘PM’ Deadline 


PM, Marshall Field’s New York 
tabloid, got its second reprieve 
last week. Originally set to be 
deprived of Mr. Field’s support 


March 26, the deadline was ex-| 


tended to April 9, and then again 
to April 16. The publisher ex- 
tended the deadline because of 


'“the interest of several prospec-_| 
| tive purchasers.” No leading pros- | 
|'pect to take over the aatatnia 


‘has yet appeared. 

. . 

| Rheem Plans Big Drive 
Rheem Mfg. Company, New 


heaters and other appliances, will 


Meade’s resignation from} spend $1,600,000 on a new adver-| since 
American Tobacco followed close | tising program with ads scheduled | chief executive of the bureau’s 
|in American Home, Better Homes | 


|George Washington Hill Jr., vice-|& Gardens, Good Housekeeping, | ters 
| crease. president in charge of advertising. | House & Garden, House Beautiful,| Frank A. Uhler, who has retired. 
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Kool and Life 
Cigaret Accounts 
Go to Ted Bates 


(Continued from Page 1) 
Strike business relinquished by 
Foote, Cone & Belding. 

Life cigarets will be introduced 
in the New York market Wednes- 
day (April 14). Newspaper ads 
of 1,000 lines, radio spots and sub- 
| way car cards will plug the cigar- 
ets, using this theme: “Not too 
long and thin, and not too short, 
| but life size, just right.” 

A heavy schedule of radio an 
nouncements — one minute spots 
and chain breaks—on most local 
|stations is planned. Newspaper 
}copy will appear about once 
| weekly, as will full-page adver- 
itisements in The New Yorker. 


Seeds Retains Share 


| Extension of the distribution 
and advertising to other areas will 
| be dependent upon the acceptance 
'in New York, advertising execu- 
‘tives here said. 

| The campaign will emphasize 


three advantages claimed for Life 
cigarets — “new size, new blend 
, and an exclusive new kind of pa- 
| ber, which shows no soggy end 
|after being held in the mouth or 
jeven after being immersed in 
| water.” 

“Life,” Brown & Williamson re- 
|ports, has been used as a trade- 
‘name for tobacco products by it 
and its predecessors for more than 
20 years. The company acquired 
| the rights to the name some six 
| years ago. 
| Russel M. Seeds Company re- 
'tains its usual share of B&W bil- 
‘lings, including the network radio 
‘shows, Red Skelton and “People 
| Are Funny.” 


Zoom Commercial 
to Be Broadcast 
in Newspaper Ads 


| (Picture on Page 1) 


| SEATTLE—So it’s a trend. 
| Last Wednesday the Chicago 
| Tribune started a Dale Harrison 
|}column of editorial material in- 
| terspersed with italicized 25 to 30- 
| word commercials (AA, April 5). 
Now this week (April 15) comes 
Fisher Flouring Mills Company 
with 460-line newspaper ads that 
are simply singing commercials. 
In 14 dailies in six far western 
states, Fisher’s ads will show a 
pigtailed girl singing, “It’s Zoom 
for breakfast for me!’”’ Copy car- 


ries words and music for the 
Zoom song, set to the tune of 
“Noah’s Ark.” Zoom is Fisher’s 


new instant wheat cereal. 

The jingle will also be carried 
by sound trucks where available 
in major cities. Sound trucks 
were used when Fisher recently 
held its “slogatest” campaign for 
Zoom with an Alaskan vacation as 
top prize (AA, March 8). 

Pacific National Advertising 
| Agency here handles the account. 


Vandenberg Named 
NOAB Midwest Chief 


Nelis G. Vandenberg, who has 


| Advertising Bureau’s field service 
1939, has been appointed 


midwestern region with headquar- 
in Chicago. He _ succeeds 


He rejoins Y&R, with which he Life, Small Homes Guide, Sunset,| He will be assisted by Lee Con- 
was a radio executive from 1935-|The Saturday Evening Post and ley, in charge of agency relations: 


38, and Vice-President Sylvester 


|others not yet announced. The 


J. M. Moynihan, manager of the 


L. (Pat) Weaver, with whom he| agency is Foote, Cone & Belding,| poster contracting department, 


| was associated at American To- 
| bacco. 


‘Stop Nut Promotes Nason | 


E. F. Nason, 
and _ product 


former aircraft 
manager of 


New York. 


Old Quaker Starts Drive | 


Three Feathers Distributors, 
|Inc., New York, is starting a 
|/newspaper campaign this month 


and W. H. Reuter, manager of the 
painted display contract depart- 
ment. 


Swiss Radium to HG&S 


Swiss Radium & Dial Painting 


Elastic Stop Nut Corporation of|in seven western states for Old| Company, New York, manufac- 


| York. 


|America, Union, N. J., has been| Quaker straight bourbon whisky.!| turer of watch dials, has appointed 
. | appointed general sales manager; Agency is Peck Advertising, New | Hanson, 
. When one realizes that | of the company. 


Gerber & Shaw, New 
York, to handle its advertising. 
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Pras Advantages of WAIKE MONTHLY MAGAZINES 


wr 
were te? Pe | . . 
aa 


in SKLL-ective selling to retailers 


* Each Haire monthly publication offers advertisers an attractive 
package — printed on coated paper for better, clearer, more de- 
tailed reproduction of your product. And there’s color . . . and 
bleed for extra dominance. 


+ Every issue features a preview and review — with emphasis on 
successful merchandising throughout. 


* Each Haire publication is vigorously devoted to the progress of 
the industry it serves. It does more than report — it reflects and, 
when necessary, fights for standards and reforms that mean better 
trade conditions. 


* Haire magazines are carefully and unhurriedly read and studied, 
principally at home. 


* Reader surveys show that Haire Publications are kept by dealers 
for constant reference, for an average of more than six months. 


# Reader surveys also show that these magazines have a readership 
in retail stores of four per copy ... bonus circulation where your 
goods move into the hands of consumers. 


# Each Haire publication is the buyer’s own—his industry’s trade 
book—from cover to cover exclusively devoted to his particular 


field. 


* Your Haire specialized publication offers you the concentrated 
circulation that comprises your market—eliminating waste read- 
ership and assuring maximum circulation value for your adver- 
tising dollar. 


* Twelve monthly insertions in a Haire magazine make a complete, 
consistent, every-issue, full year’s advertising campaign. 


To get maximum value for your advertising dollar choose the 
specialized Haire monthly publication in your field. 


MORE EFFECTIVE because they’re MORE SELL-ECTIVE 


THE 
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MERCHANDISING PUBLICATIONS 


Information headquarters for 9 Major Markets 


HAIRE PUBLISHING COMPANY. 1170 BROADWAY, NEW YORK 1 + BOSTON + PITTSBURGH + CHICAGO « DETROIT + ST. LOUIS - LOS ANGELES + ATLANTA « LONDON 
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